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Radio & TV Production 
Printing & Binding 

Art & Photography 
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Labeling & Packaging 
Layout & Typography 
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Paper 


Published by 
the Publishers of 


ADVERTISING AGE 


INDUSTRIAL 
MARKETING 


have you seen... 


WL 


A Complete Promotion 
Package Builds Sales 


Merchandise, advertising and a complete 


sales promotion program are packaged for 
retailers by Albert E. Sloan Inc. 
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FROM ST. REGIS’ OWN FORESTS 


comes the raw material to be processed—under rigid, 
step-by-step control—into a complete line of classifications 
/ / } 


and grades, each uniform in its consistently high quality. 


es 


ae 


FINE HORSEMANSHIP deserves a thoroughbred 
—just as fine typography merits a 


“thoroughbred” grade of paper. 


ip relationship between typography 
and paper is a lot like the relation- 


ship hetween rider and horse aes 


The St. Regis Line of Uncoated Book 
Papers is the thoroughbred of the field. 
These economical papers provide a 
resilient printing surface. They have 
good brightness. bulk and opacity 

for a clean-cut letterpress job. 

For offset, the economy thoroughbred 
is the St. Regis Uncoated Offset Line. 
These papers run efficiently in one or 
multi-color work. They lie flat— 


teed freely —hold register, 


\ thoroughbred is produced by skillful 
blending of pure blood lines, just as 
St. Regis economy papers are 
produced by skillful blending of special 
pulps. Rigid processing control from 
forest to final packaging assures 

vou of consistently high and 

uniform quality. 


dlways specify St. Regis Uncoated 
Book and Uncoated Offset. These 
economical papers are stocked by 
better merchants evervwhere 
because they re preferred by 


better shops everywhere. 


UNCOATED BOOK LINE 


DeSoto Super @ DeSoto E.F. ¢ DeSoto E. ~ shell 
Cellupaque ¢ Imperial Bible ¢ British Opaque 


UNCOATED OFFSET LINE 


Celluset @ Rocket @¢ Sunbeam 


ST. REGIS 


SALES CORPORATION 
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Next Month in AR 


George D. Roper Corp. staged an open house at its Rockford, I 
plant and welcomed 12,000 visitors on a rainy Sunday. The metho 
employed provide a helpful checklist for other firms. 


Sales Aids via a House Organ 


Ronson Art Metal Works of Canada used its house organ to supp 
dealers with point of purchase advertising materials. 


What Every Adman 
Should Know About Gravure 


A leading gravure expert explains the fundamentals of a printi 
process which is growing in importance to advertisers. 


Premiums Bring ‘em Back For More 


Tastee Freez is using a variety of plastic premiums to build repe 
business for its soft ice cream this summer. 


Selling Products With 


Three-Dimensional Viewers 


Hudson Pulp & Paper Corp. is using three-dimensional viewers to 
multiwall shipping sacks . . . and has worked out some particula 
effective methods. 


Rotogravure Positives 
for Letterpress Plates 


An agency production manager solved an engraving problem by usi 
rotogravure positives for art in ordering letterpress plates. 
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somebody can always do 
your gravure production 


chea Der... but nobody 
can do it better... 
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All gravure positives look alike, if 
you're notan expert. All freshly etched 
copper cylinders and flat plates are 
beautiful gleaming metal... But what 
happens on the presses is a horse of 
other colors! 

It isn’t hard to get a poor job, or 
even a fair one. The best job takes skill, 
care, and time. And for gravure, you 
can’t take chances with anything less 
than the best!...In our shops, though, 
the 
best! Our men try to get it right, rather 
than get it cheap. 


there’s only one work standard 


The one-quality policy pays off... 
or Intaglio Service wouldn’t continue 


to process more gravure production 


than any other gravure organization. 

In 1952 we turned out more than 
6400 gravure jobs in color, 2200 in 
monotone, and 2500 for packages and 


lal els 


directors, editors, production men. 


for the most demanding art 


li you can take poor reproduction, 
anybody can do your production. If 
then rely on Intaglio. And 
remember that with seventeen years’ 


you can't 


experience, more than three hundred 
skilled craftsmen, and day and night 
service in all three plants— Intaglio 
has the competence to give you the 
best at the lowest cost! 

Our six offices are at your service. 


Intaglio SELVICE coRPoRATION 


America’s First Gravure and Letterpress Servicers 

305 East 46th St., New York—731 Plymouth Court, Chicago— 

1835 Lewis Tower Bldg., Philadelphia—Intaglio-Cadillac, Inc., 4240 14th Ave., Detroit— 
260 Kearny St., San Francisco—1932 Hyperion Ave., Los Angeles 





, Day&Night . 


service! 


LAKE SHORE ELECTROTYPE DIV. 


ELECTROGRAPHIC CORPORATION 
Pere PN Lid er clo Ae ae) eae ee) 
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JUST BETWEEN US 


a | 







Orchids for Suppliers? 


Producers of advertising materials and services are the unsung 
heroes of the advertising business. 










They help advertising and agencies to make deadlines, they 
correct errors that nobody noticed until the last minute, they work 
overtime to make sure that the job gets out when it was scheduled to be 
delivered, and not too infrequently they have the thankless task of 
trying to figure out what the buyer wants when he doesn't really know 
himself. In short, they break their backs and ruin their nervous 


Systems to keep the advertising and promotion business running smoothly 
and successfully. 











But most of the time we hear only gripes from buyers—about 
prices, service, delivery. If anyone you know has found an engraver or 
artist, a typographer or photographer, a direct mail or premium 
producer—or any other supplier-—who isn't a first class so-and-so who 
robs you blind and always keeps you waiting for delivery a week beyond 
your deadline, he manages to keep this interesting knowledge to him- 
self. As far as public expression is concerned, the supplier's name 

is always MUD. 










This interesting fiction—that all suppliers are always wrong-— 
has gone far enough, we believe. And we propose to do something abeut 
it. In fact, we propose—with your help-——to ferret out suppliers who 

are really first-class people and pin an orchid on them. 




















Admittedly, this is a dangerous thing to do. Your suppliers are 
our advertising prospects, and neither of us want our good suppliers, 
who have become inured to nothing but harsh words, to be so overwhelmed 
by a kind word that they have difficulty recovering from the shock. 
Nevertheless, we think it's worth taking a chance, and so, on Page 22 
of this issue, we invite every reader of Advertising Requirements to 
join us in playing a new and exciting game called Pinning An Orchid 

on a Supplier. 


G. D. Crain, Jr. 
Publisher 
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for National Advertising, a new department has been added 
our regular agency service: PROOFING and PRE-PRINTING 


Pe th he 
a 


: 


PROOFING 4 step service 


Negative and Positive Processing 


Oe ed 


AVERAGE Cylinder Engraving 
MANUFACTURING TIME 4-Color Web Press Proofing 
15 WORKING DAYS Agency check of proofs or reproofs 


for final okay 


ae) on 


PRE-PRINTS Pre-Prints are made from your National 
Ad Proof Cylinders and can b dered 
FOR MERCHANDISING it ne can be orcere 


in any quantity. All Pre-Prints are 
proofed rapidly and economically. 


available | New Brochure, 
“Four Steps To Better Gravure Service.” 


Write for your copy—no obligation. 


Meta c at 
ad 
eto 


1501 WEST CONGRESS STREET * CHICAGO 7, ILLINOIS CHESAPEAKE 3-1377 
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ture that invites reading . . . clean, 
sharp letterpress printing PLUS the 
prestige of fine typography. 






Send today for 


7 Keys to Mark-up 


| Everything you need to quickly 
mark-up manuscripts for type-set- 


Departments 
















ting . . . copy fitting instructions 
3 5 ae Land tables . . . inch and pica 
scales . . . type sizes . . . will 

¥ . 56 


save many dollars in re-sets. 
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PRINTING COMPANY 
2001 Calumet Ave. - Chicago 16, Ill - Phone: Victory 2-0300 


If it’s printed by letterpress it’s good... 
if it’s printed by Maher it's better 


“ALL UNDER ONE ROOF .. 


Te 


TYPOGRAPHY 
ENGRAVING 
ELECTROTYPING 

PLASTIC PLATES 

MATS 

STEREOTYPING 
PRE-PRINTS OR RE-PRINTS 


e SHIPPING 
CALL MUrrayhill 9-4700 


VES lS 
UNION 


310 East 45th Street, New York 17, New York 
Albert L. Ramsay, Mgr. 


cuts 


‘We continue to be 
amazed at the fine 
workmanship in your 
wood engravings.” 
Robert S. Farrington 


BATTEN, BARTON, 

DURSTINE & OSBORNE 

YPICAL of thousands we make each 

year for agencies and manufacturers 

everywhere. They show all the detail, all 

the shading. These pure black and pure 
white illustrations will print clearly on 
any kind of — by any process. Elec- | 
. | 





tros can be made directly from the wood | 
block. Proofs can be enlarged or re- | 
duced. Santones can be made directly | 
from merchandise or any clear copy. 
a 
Send us this ad clipped to your letter- 
head to receive free our new GO page 
portfolio of engravings on wood. 


SANDER ENGRAVING CO., Inc. 

542 S.DEARBORN ST., CHICAGO 5, HA 7-2082 

THE WORLD'S LARGEST MAKERS 
OF ENGRAVINGS ON WOOD 


a 


READERS WRITE 


Missing Cards 


e Listen to my sad lament. 
The yellow cards all went 
Long before AR came to me. 
Please send 507, 508, 511, 515, 534, 
523. 
RosBert A. Forst, 
Westinghouse Electric Corp., 
Pittsburgh 


> 


@ What 


minus 


gives? June AR arrived 
Service Cards. 
That’s like ham without eggs, Chase 
without Sanborn, Marilyn Monroe 
without you-know-what! Please 
supply cards if available. 
ArT BROOKS, 
Beacon Advertising Associates, 
New York 
If any other readers are troubled by 
missing Reader’s Service Cards, just 
jot down the numbers of items you 
want on any postal card and send it 
to us. We'll see that your requests 
are forwarded to the proper people 


«wo ee 


Reader's 


AR Reprints 


e Congratulations for creating the 
most interesting and informative 
new graphic arts publication in many 
years. Each issue is so chock full of 
information that I find it difficult to 
keep count on all the good ideas. 

Maybe you can help me. Would it 
be possible to reprint certain “how 
to” articles from your publication? 
Two examples in the April issue: 
“55 Ulcer Reducers for Exhibitors” 
and “How to Build a Mailing List.” 
Of course, AR would receive credit. 

These reprints would be sent to 
the members of the Mail Advertising 
Club of New York, and to club pros- 
pects, to keep them up to date on 
advertising and direct mail tech- 
niques. 


Please write and tell me the pro- 
cedure necessary’ before 
requests are granted. 

MartTIN VOGEL, 
Asst. Sales Promotion Mer., 
Gotham Hosiery Co., Inc., 
New York 


these 


@ Would you have any objection if 
we mimeographed your story on “55 
Ulcer Reducers for Exhibitors?” We 
would like to send it to those people 
who exhibit at the various shows in 
our industry. 
C. C. JOHNSON SPINK, 
Vice Pres., The Sporting Goods 
Dealer, St. Louis 


e Your April issue is even more 
interesting than the first one—and 
I felt that would be difficult for any- 
one to equal. 

You have an article on page 79 of 
the April issue, “How To Build a 
Mailing List.” May I have your per- 
mission to reproduce that data? I 
will, of course, give the usual printed 
message that it was taken from AR. 

Cart V. Torrey, 
Carl V. Torrey Co., 
Melrose, Mass. 


Better Engravings 


e Your photoengraving Do’s and 
Don'ts in the June issue of AR should 
have a wider circulation by this 
industry. 

If I can drum up interest enough 
among my members, may I have 
your permission to reprint and add 
a few more of each, provided credit 
is given AR? 

W. ArTHUR COLE, 
Managing Director, 
Photo-Engravers, Board of 
Trade, New York 


e I am very much interested in the 
excellent publication you are put- 
ting out. The first issue I have seen is 
the one carrying “Do’s & Don'ts for 
Better Engravings.” If you reprint 
this article I would very much like 
to have 60 copies to send to our 
membership. 

I am quoting parts of your article 

in our monthy publication. 
EUGENE H. SALMON, 

Executive Secretary, 
Southeastern Photoengravers 


Assn., Columbia, S. C. 
e ... Your article on photoengrav- 


ing requirements is the best I have 
seen published anywhere. We are 
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anxious to get a copy of the article 
into the hands of all of our custom- 
ers. Would it be possible to secure 
300 reprints of the article? 
THoMas L. Cooper, 
Manager, Southern Engraving Co., 
Atlanta 


AR is pleased to extend its per- 
mission to all who request permis- 
sion to reprint specific articles. In 
addition, we offer a special reprint 
service for those desiring 100 or 
more reprints of any AR article. For 
details, write Reprint Editor, Adver- 
tising Requirements, 200 East 
Illinois St., Chicago 11, Ill. Single 
copies of reprints of certain articles 
are also available. For details see 
page 13... Ed. 


“| don’t care how many art awards this 
guy’s won, the client keeps asking what 
the hell it is!’ 


The Answer is Simple 


e A friend of mine gave me the 
answer to the cartoon in the June 
AR, and I just thought you might be 
interested in sharing our knowledge. 
C. S. PEDERSEN 
Advertising Mgr., Northwest 
Paper Co., Chicago 
The answer attached to the cartoon 
(see above) explained: “It’s ele- 
mentary, my dear Watson. How can 
you not know that this represents 
color—line, rhythm and movement. 
How can you not see a flying saucer 
being thrown by a cowhand who is 
sitting in a cactus in Las Vegas while 
the evil eye of a mad Russian watches 
the slick maneuvers of said Ameri- 
can. 
It’s so simple to the educated! 
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STABLISHED and geared 
specifically to handle book work . . . set either 
in monotype or linotype, we are fully prepared to 
serve your needs at competitive prices no matter 
whether your final requirement be for plastic 
plates, Vinylite moulds, reproduction, acetate 
or bronze proofs ... Six years of specialized 
experience equip us admirably to assist you in 


the production of books or other typography. 


DIXTE Composition 


817 West Market Street ¢ Louisville 2, Kentucky 





HOw 


I SOLVED IT 


Have you solved a work-a-day problem simply and effective- 
ly? Tell us how, in not more than 200 words, with pictures or 
drawings where possible. ADVERTISING REQUIREMENTS will pay 
$10 each for items published here. Send materials to Editor, 
ADVERTISING REQUIREMENTS, 200 E. Illinois St., Chicago 11. 
No material will be returned unless specifically requested, 
and accompanied by return postage. 


Boost Peak-Buying Period Sales of Hat Gift 
Certificates with Special “Dial-It” Display 


Hat gift certificates are a vital 
part of successful hat merchandising. 
They enable dealers to sell men’s 
hats to women; attract new cus- 
tomers to a store; encourage buying 
of better hats; lead to tie-in sales. 
Many stores do as much as 50% of 
their volume in December, which is 
the best hat month of the year, in 
hat gift certificates. Many, however, 
have never learned to promote them 
effectively. In both cases a consist- 
ent round the year job is rarely 
practiced. 

Frank H. Lee Co. (New York) 
was deeply aware of the problem of 
building bigger hat sales volume 
through certificates. The key seemed 
to be point-of-purchase promotion. 

The solution was a combination 
package-display, which has a dial 


to highlight key buying seasons 
(Christmas, Valentine’s Day, Easter, 
Graduation, Birthdays, Father’s Day 
and Anniversaries). The dealer sets 
it up on the counter or in the win- 
dow, turns the dial for the specific 
occasion and enjoys a continuous hat 
gift certificate promotion. 

The top of the package is die cut 
so that it forms a display when lifted 
back. The dial is concealed so that 
the proper buying season is seen 
through a die cut window. 

To go with the new package- 
display, Lee redesigned both the 
miniature hat boxes and gift certifi- 
cates, which are given to the recipi- 
ent of the gift. The miniature box is 
scarlet and gold; the certificate gold 
and green. 

Dealer response has been enthu- 


siastic and the number of hat gift 
units sold this year in the “Dial-It” 
display boxes has far exceeded the 
volume in any comparable previous 
period. 
Murray DoLMATCH, 
Sales Prom. Mgr. 
Frank H. Lee Co., New York 


Single Disc Serves As 
Showcase Presentation 


Our radio-TV department writes 
and produces a large volume of jin- 
gles and spots. Preliminary to han- 
dling an assignment for a new spon- 
sor, we supply the agency with a 
presentation of our work for others. 
To furnish a complete showcase of 
our lyrics, music, copy and direc- 
tion, and of the talent we have in 
mind for the production, we provide 
descriptive matter and various re- 
cordings. 

This presentation procedure has 
proved to be thorough but rather 
cumbersome. Sifting through nu- 
merous recordings, scripts, story 
boards and booklets can be a time- 
consuming and inconvenient chore 
for all concerned. 

We recently solved the problem 
by issuing a presentation recording. 
The disc contains samples of our 
work in 14 product categories. Se- 
lections vary in writing technique, 
overall construction, vocal group ar- 
rangements, instrumentation and use 
of sound and special effects. The disc 
“auditions” 57 singers, announcers, 
actors, musicians and sound effects 
men. Yet all this material is con- 
tained on two sides of a 10” Vinyl- 
ite recording, providing us with both 
a comprehensive showcase of our 
work and a compact easy-to-handle 
presentation. 

Gorpon M. Day, 
Gordon M. Day Productions, 
New York 


College Uses Colors to 
Solve Catalog Problem 


A simple, yet highly satisfactory 
solution was the answer to a problem 
that confronted the North Dakota 
State School of Science (Wahpeton), 
a small Midwestern college. 

A college catalog is frequently hard 
to understand. It is expected to 
carry considerable detail on every 
course offered plus additional techni- 
cal information demanded by school 
officials. 

The North Dakota college’s catalog 
was additionally handicapped by the 
general nature of the school, which 
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Director of 
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Service Mounting & Finishing Co., 
PW ihariiol mel 


SERVICE BINDERY CO., Inc., 


2241 S. Wabash Avenue, Chicago 16 
* Portfolio CAlumet 5-3224 
Specialists * 


Finishers of Advertising Displays for Advertisers « 
* Lithographers ¢ Printers ° 


AT LOWEST PRICE 
LET US MAKE YOUR IN TV HISTORY ! 


. Because we do everything in our own 
7 et oie plant from storyboard to final print, we 
© Station Breaks keep our costs down and the saving is 

© Stop-motion Spots passed on to you. With our 35 years of 

© Slides Know - How, we pack showmanship 

© Fall Animation into your TV spots at economy rates. 

2 


Commercials Send in your Storyboards for quotes. 


FILMACK STUDIOS 133] SOUTH WABASH AVE., CHICAGO 








has three separate divisions—a jun- 
ior college, a business college and a 
trades school. 

Since students normally are in- 
terested in but one of the divisions of 
the college, they were forced to wade 
through a lot of unrelated material to 
find details of the course of their 
choice. Cost factors and methods of 
distribution eliminated the possibil- 
ity of separate catalogs for each of 
the divisions. 

To make reference simple for pros- 
pective students, data concerning 
each of the divisions was printed on 
a different color of paper. General in- 
formation which concerned all sec- 
tions of the college was printed on 
white stock and a light cardboard 
insert in another color answered 
questions most frequently asked 
(cost factors, board and room, etc.) 

Transmittal letters to prospective 
students referred them to the partic- 
ular color (the yellow section, the 
blue section, etc.) which gave the 
information they sought. The mul- 
ticolored stock also served as an 
attention-getting device when the 
catalog was displayed with other 
catalogs in school libraries. 

Howarp KINDE, 
Printing Instructor 
N. D. State School of Science 


Copy Guide Bar Helps 
Eliminate Eye Strain 


Copying or checking typed ma- 
terial—especially long tabulations— 
is a tedious job involving a lot of 
eye strain and many chances for 
error. 

To make the job easier, I designed 
a copy guide bar. I took a piece of 
strong, opaque plastic of just the 
right weight to handle conveniently 
and cut a slit in the center of it the 
width and length of a typed line. 
It can be placed on top of the copy 
being checked and the only line you 
see is the one you are checking. 

A. D. Baker, 
College Point, N. Y. 
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Buyers generally 
must be assured that the supply 
sources with whom they deal are ade- 
quately staffed in key departments. Orders 
must be executed in efficient routine, even though 
illness, vacations or other causes be interrupting fac- 
tors. This is particularly true in the electrotype and mat 
field. ¢ It has always been a policy of P & A's to provide 
adequate man power in all its departments. Thus, if any 
emergency arises within a department that may be 
responsible for the absence of a key man, there is 
always a trained member to take over and ‘‘carry 
on:' e Customers knowledge of this organiza- 
tional feature therefore, properly war- 
rants their full confidence in f 
P&A service. Y 
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P&A for more than half a century, 
has maintained that quality and service 
Should go hand in hand. 


PARTRIDGE & ANDERSON COMPANY 


HARRISON 7-3732 + 712 FEDERAL STREET + CHICAGO 5 


TENAPLATE AND VINYLITE MOULDED ELECTROTYPES ¢ NICKELTYPES 
MATRICES ¢ STEREOTYPES AND PLASTIC PLATES * R.O.P. COLOR MATRICES 
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dwertising Requirements 


By Herbert Baker 
Herbert Baker Advertising 
Chicago 


Getting retail credit furniture, 
jewelry, and department stores and 
chains to use their entire personnel, 
whether sales or maintenance, to 
promote and sell a single item dur- 
ing a given period of time is quite a 
merchandising trick . . . but when 
many store executives approached 
Albert E. Sloan, president of Albert 
E. Sloan Inc. (Chicago) with the 
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problem, he dug in and came up with 
a highly successful merchandising 
format. 

The Sloan organization normally 
acts as a manufacturer’s agent, sell- 
ing single items and providing the 
necessary vehicles to sell those items 

. mainly through direct mail pro- 
motions. Gathering his merchandis- 
ing and creative plans board around 
him, Mr. Sloan developed a series of 
all-employe incentive programs 
which, after a year of actual use, 
have all proved tremendously suc- 
cessful. 


> “Have You Seen Lady Stratford?” 
is the most recent of Sloan’s store- 
wide promotions. Based on one 
month’s selling, this promotion has 
increased the featured Homer 
Laughlin dinnerware sets 50% to 
250° for the month that it has run. 
This promotion also has increased 
the over-all dinnerware sales in 
stores 200° -600 during the pro- 
motion period. 

The “bible” for the entire promo- 
tion is the 24-page Store Manager’s 
Guide. The success of Sloan’s Lady 


Stratford promotion depends not 
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Meet Lady Stratford . 


ntroduced Lady Stratford dinnerware to prospects via direct mail. 
One side of the sheet showed a full color reproduction of the gift 
tea-coffee pot offered as a premium with the purchase of a 55 or 


only upon direct sales made through 
direct mail literature, but more upon 
the enthusiasm built up in the store 
through incentives to all store per- 
sonnel. The store manager is the key 
to the success of this plan, for it is 
the manager who must instill the 
proper spirit in all store personnel 
and see to it that they are buoyed up 
throughout the entire event. The 
promotion turns all store personnel 

sales, porters, secretaries, book- 
keepers, janitors, window trimmers, 
and everyone connected with the 
store, throughout the store—into a 
mass selling force. 


> The Sloan organization not only 
provides the merchandise—in this 
case, dinnerware sets—but all the 
direct mail, display and incentive 
materials. The whole promotion pro- 
gram is available in one package and 
requires little creative and produc- 
tion effort by the individual dealer. 

Because large quantities of mate- 
rial are produced at one time, greater 
quality can be incorporated into each 
of the promotion pieces. One of the 
most important items, for instance, 
is an 8144” x11” catalog sheet. Sloan 
had the sheets printed in four-color 
process lithography in million quan- 
tities. Featured on one side are 
full-color photographs of the Lady 
Stratford and Lady Greenbrier din- 
nerware services. On the other side 
is a full-color photograph of combi- 
nation tea-coffeepots in each pattern, 
which are offered as a gift for agree- 
ing to a free trial of the 55 or 100- 
piece services. 

A basic unit of promotion material 
includes 10,000 of the catalog sheets 
plus similar quantities of sales letters 
printed with the dealer’s own letter- 
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. A colorful 81/2” x 11” catalog sheet 
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head and return postcards. With 
these direct mail materials go: 
e 40 over-the-wire banners 
e 6 counter-window cards (the cata- 
log sheets mounted on an easel 
card and laminated—three with 
each side of the catalog sheet). 
2 silk-screened Day Glo displays 
5,000 business cards (printed 10- 
up) carrying the teaser “Have you 
seen Lady Stratford?” 
1,000 free door prize “tickets” 
2 punch boards 
2 score boards 
2 store manager’s guides 


> Taking Sloan’s program step by 
step, as outlined in the “Have You 
Seen Lady Stratford?” Store Man- 
ager’s Guide, we find: 


1. Manager’s Preparations. A dinner 
is given the night before direct mail 
advertising breaks. The manager 
sends an inter-store memo inviting 
all employes to the dinner. An inter- 
esting talk on salesmanship is given. 
Then, the manager outlines the em- 
ploye contest plan, taking special 
pains to make sure that each step of 
the contest is clearly understood by 
all. The manager illustrates his talk 
with a package of promotional aids, 
such as banners and streamers, to 
impress his people with all the things 
that are being done to make this 


100 piece service. The other side showed the dinnerware itself. 
For those who desired a green rather than rose color, Lady Green- 
brier was also shown. The sheets were also mounted for use as 
point of purchase displays. 


event a successful one for them. 
2. The manager has pre-planned to 
have all direct mail, including a two- 
page, four-color catalog sheet illus- 
trating the merchandise; return 
order postcard; letter, and gift strip 
mailed the morning after the dinner 
to all his store’s charge account 
customers. 
3. Contest rules are printed and 
given to all employes who are eli- 
gible to participate in the “Have You 
Seen Lady Stratford?” contest, with 
the following exceptions: 

a. Manager 

b. Assistant manager 

c. Credit manager 

d. Dinnerware sales manager 

The assistant manager and the 
dinnerware sales manager receive a 
1% bonus on all net dinnerware 
sales that they make. The credit 
manager receives a flat sum at the 
end of the store contest, if the store’s 
quota is reached. 


4. The contest operates on the “point 
system.” For each 55-piece set Lady 
Stratford or Lady Greenbrier din- 
nerware sale, by reason of a stimu- 
lated sale, the employe or employes 
who stimulated the sale receive one 
point. For each 100-piece set, they 
should receive two points. 


5. Each point entitles the employe 
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to one punch on a punch board, and 
also counts toward the winning of 
the grand prizes. 

Punches are made once a week, 

perhaps Friday night after the store 
closing. The persons having the 
lowest points punch first. The em- 
ployes are to be paid cash imme- 
diately for all punches. The partici- 
pating stores determine what cash 
prizes are awarded for the contest. 
6. Employes such as office personnel, 
deliverymen, warehouse men, etc., 
who are at a disadvantage contacting 
customers, should be given two or 
three points per 55-piece set sale or 
fraction thereof. This must be deter- 
mined by the existing conditions in 
individual stores. 
7. A committee, made up of three 
non-participating employes, is ap- 
pointed to decide upon any questions 
that might arise. This committee 
usually consists of: 

The manager 

The credit manager 

The dinnerware sales manager 

Any employe who has a complaint 
about receiving credit for a stimu- 
lated sale must make it the day of 
the sale to any member of this com- 
mittee. 
8. The score board, showing the 
exact daily status of each employe’s 
points, will be maintained at a spot 
always accessible to all employes. 





9. The contest operates on the 
“honor system” basis. All employes 
are told at the opening dinner that, 
if there are any arguments or dis- 
agreements about the contest, the 
right is reserved to call off the con- 
test any time, and the prize money 
involved will be donated to any 
charity of their designation. 

10. In the event that the large prize 
on the punch board is won early in 
the contest, a new punch board 
should be put into play, with a new 
major prize. 

11. A special day is set aside as a 
“Double Point Day.” This should 
occur on Tuesday or Wednesday in 
the second or third week. 


12. “Returns’—The manager should 
interview each customer who returns 
the dinnerware, to endeavor to save 
the sale. If the return is accepted, 
the points originally awarded are 





July, 1953 





deducted from the contestant’s total 
points. 

13. Suggested Grand Prize ...A 
trip for two to some attractive vaca- 
tion spot with all expenses paid... 
plus a set of luggage, camera, books, 
other travel items. 

Suggested Weekly Prize... A $10 
weekly prize is given to the person 
with the highest number of points 
for that week. The office girl with 
the highest number of points should 
receive a small additional prize, such 
as a pair of nylon hose or costume 
jewelry. 


> Here is a brief explanation of the 
phases of Sloan’s “Have You Seen 
Lady Stratford?” and how they are 
used: 

Phase 1 . The direct mail is 
mailed the morning of the employe 
dinner and includes a two-page cata- 
log sheet, letter, and return order 
postcard. 





Phase 2 
supplied by Sloan are: 
1. Banners with two different copy 


Interior materials 


messages. They are designed for 
strings going across the walls or 
aisles, or to be used in showcases, 
street show windows, elevators, etc. 
2. Counter-window cards feature 
the Lady Stratford and Lady Green- 
brier dinnerware sets. 
mounted and easeled. 

3. Free gift counter-window cards 
are mounted and easeled. The free 
gift card can be used in all store dis- 
plays, tied in with the actual gift— 
Homer Laughlin Combination Cof- 
fee-Teapot —in credit offices, at 
cashier’s desk, or on counters as a 
display and stimulus for buying the 


They are 


lovely Lady Stratford or Lady 
Greenbrier. 

4. Day-Glo luminescent displays 
have a shelf for free gift. These 


tested sales builders should be put 
in the store windows as a theme... 
with a set of both the Lady Stratford 
and the Lady Greenbrier arranged 
attractively around it. They can be 
used as props for television programs 
and can be set up inside the store on 
a prominent table or in the aisle, 
directly behind the store’s main en- 
trance. 

5. Lapel buttons are worn by every 
person in the store during the din- 
nerware promotion. The button copy 








is meant as a teaser—‘Have You 
Seen Lapy Stratrorp?” Customers 
will ask, “What’s that?”—giving the 
store personnel an opening to pitch. 
During the last few weeks in the 
contest, many of the contest leaders 





will wear their buttons after hours to 
stimulate interest wherever they go. 


Phase 3... The all-employe in- 
centive program. 

1. Personal Calling Cards are also 
produced by Sloan because each 
store employe must feel important— 
must do his bit to help in this all-out 
dinnerware promotion—will do his 
bit if he is included in the prizes. 
One of the best ways of getting his 
cooperation is issuing him his own 
printed calling card. The store im- 
prints the store’s name and the em- 
ploye’s name—and that includes the 
porter—and supplies all employes 
with 200 or more calling cards. The 
porter, for example, goes to his local 
YMCA. He has never had a calling 
card with his name on it. He feels 
very important. Knowing he will 
receive point credit for each sale he 
stimulates, he will pass these calling 
cards out to his friends, telling them 
they will save a good deal of money, 
get a tremendous value in fine din- 
nerware, and get valuable gifts if 
they buy the Lady Stratford or Lady 
Greenbrier now. He can show them 
the beautiful four-color catalog page 
and perhaps have a small saucer or 
two in his pocket to actually exhibit 
the merchandise. He tells them to 
present his card to the salesman so 
that he will receive credit. In one 
chain operation, the porter had 
passed out so many cards, bringing 
in so many people, he won the grand 
prize in the entire store-wide pro- 
motion. 

2. 3° 2x5” free door prize blanks 
are one of the most successful means 
of stirring up excitement among 
customers who come into the store. 
Here’s how they work: 

Station someone at the door and 
give everyone who comes into the 
store one of these cards. The custom- 
er is asked to fill in his name and 
address and give the card to his 
salesman, asking, “Have You Seen 
Lady Stratford?” For doing this, he 
will be included in a drawing of free 
door prizes. These door prizes can 
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Packaged Promotions Unlimited . . . Several of the many merchandise items which 


are the keys to promotion packages offered retailers by the Sloan organization are shown 
on the wall behind Albert E. Sloan, head of the Chicago firm. 


be set up by the store as the store 
sees fit. 

Here's what is accomplished: Al- 
most everyone who comes into the 
store will fill out the card, turn it 
over to the salesman, and ask to see 
Lady Stratford, which gives the 
salesman an opportunity to start his 
dinnerware pitch. These cards also 
build up a very valuable mailing list. 
They give customers a chance to 
participate in the all-out store pro- 
motion. They make a very excellent 
contact list for future all-out store 
promotions. 


3. The prize punch boards have 
1,000 punches. Space is allowed to 
determine the number of prizes to 
award, and the numbers that are 
prize numbers. 


4. Score boards give a visual record 
of achievement to all personnel. 


5. Employe letters work like this: 
All employes write personal letters 
to their friends asking them to help 
the employe win this contest. A prize 
is given to the employe writing the 
most letters. Another prize is given 
to that employe whose letters bring 
in the most business. These letters 
stimulate both store personnel and 
potential customers, and build up a 
tremendous new customer list with 
negligible cost. Typical employe let- 
ter, which should be written in long- 
hand: 


Dear Sue: 


If you ve been thinking about buy- 
ing exquisite new dinnerware —I 
want you to know that now’s the time 
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to do it. My store, as 
is running a tremendous quality 
dinnerware promotion—dinnerware 
comparable to that real expensive 
English China— which means that 
you ll save real money, get fine din- 
nerware ... and besides that ...a 
FREE gift worth $10. I’m enclosing 
a circular showing the gorgeous sets 
and the gift, because I know you'll 
be interested. 


And, Sue, don’t forget to bring this 
letter with you when you come in, 
and give it to the salesman so that I 
will get credit. I may have a chance 
to win a trip to New York, and I'd 
sure like to beat some of the front- 
office gang at the store during our 


“Have You Seen Lady Stratford?” 
contest. 
Your friend, 
Jane Reilly 


P.S. I know you'll be thanking me 
for the money I'll be saving you— 
and I want to thank you now for 
helping me. 


Phase 4... Other Sloan advertis- 
ing media includes: 


e Two newspaper ads which run as 
follows: 


1. 1,000-line ad—three days after 
the direct mail has gone out. 


2. Repeat 1,000-line ad—three to 
seven days later. 


3. 600-line ad—three to seven 
days afterwards. 


e Suggested TV programs are also 


included. 


e Telephone solicitation is one of 
the most vital Sloan promotions. 
Many stores successfully employ a 
crew of women who call people to 
whom the mailing went out. Their 
pitch goes something like this: 
“Hello, Mrs. Smith we know 
you ve received our mailing on the 
beautiful Lady Stratford dinnerware 
. it’s such a tremendous value, that 
Mr. Corrigan, Blank’s store manager, 


is having me call some of our best 
customers to bring this thrilling offer 


to your attention... you really have 
to see it to appreciate it ... etc., etc.” 

For those stores which cannot 
afford to use telephone solicitors, the 
owner or manager can use a couple 
of his regular employes to make 
these calls on a slack day—or have 
a couple of people (or volunteers) 
remain and call from 5:30 to about 
8:00 in the evening. Point and prize 
credits are given to these regular 
employes both for effort . . 
sales completed. 


. and for 


Advertising Requirements 





HIT 
SONGS! 


By Karl Kirchhofer 
AR Eastern Editor 


For years, the name of Servel had 
been closely associated with gas re- 
frigeration. With the addition of 
new electrical appliances for 1953, 
the company wanted to impress 
dealers quickly, with lightning-like 
rapidity and with accelerating ex- 
citement that they were in the elec- 
tric appliance business, with strong 
intent. Their aim was to make a last- 
ing impression on dealers, quickly. 
Servel’s “Show of Stars” did just 
that. 

One million dollars was invested 
in this musical extravaganza. It was 
seen by 30,000 retailers from coast to 
coast. Never before in Servel history 
had there been such a turnout of 
dealers to witness the unveiling of a 
new line of products. 


> Two road companies went on tour 
and hit 31 cities, reaching home ap- 
pliance dealers, utility representa- 
tives and Servel distributors in a 
combination of Broadway and sales, 
sex appeal and selling technique, 
showmanship and _ service. This 
wasn’t just a girlie-girlie show, with 
entertainment the primary purpose 

this was also education set to 
music and lyrics and dancing—edu- 
cation in Servel products. Every 
stanza, every dance step and ballet 
and every bit of script had a sales 
slant. Dealers learned a lot about 
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Servel’s 


Million Dollar 
Show of Stars 


Servel’s new products, enough to 
really sell their advantages to con- 
sumers. 

The show opened in New York at 
the Warner-Strand Theater on Wed- 
nesday, January 21. Each company 
had a cast of 10 dancers, six show- 
girls, 12 dramatic people, two pages, 
five singers, a comedian, a narrator, 
musical conductor, four key musi- 
cians with more added to complete 
the orchestra in each city. There 
were four stagehands, soundman, 
wardrobe mistress, projectionist, 
company manager, unit manager, 
assistant director. There was a total 
of more than 100 persons in the two 
road shows, including company ex- 
ecutives who appeared in the pro- 
ductions. 

There were 200 costume changes, 
50 lights, eight curtains and 25 set 
pieces of standing scenery. The time 
of the show was 1-6:30 P.M., with a 
half-hour intermission from 3-3:30. 
The show was staged by the Max 
Richard Agency. The book and 
sketches were by Warren Murray 
and Sylvia Rosales; the sales vi- 
gnettes by E. Harold Greist of Hicks 
& Greist, Servel’s advertising agen- 
cy; original lyrics by Sylvia Rosales, 
who also did the original score on 
the Ice-Maker Ballet. The choreog- 
raphy was by Jack Blair and Diane 
Marsh. 


> Wherever the show appeared, it 
was followed by refreshments and a 
product display. There was a lot for 
dealers to see and absorb, a lot for 


them to learn. Servel products 
shown were the Automatic “Ice- 
Maker” refrigerator which elimi- 
nates ice-trays, window-type air 
conditions, horizontal and upright 
home freezers, gas and electric ab- 
sorption refrigerators, electric com- 
pression refrigerators, portable elec- 
tric Wonderbar refrigerette with 
accessories. 

Carl Byoir & Associates Inc. (New 
York) handled the nationwide pub- 
licity for Servel’s show. An advance 
publicity man appeared in each one 
of the 31 cities on the itinerary ten 
days before the show, to confer with 
distributors, to arrange for local 
newspaper and radio publicity and 
build interest in the forthcoming 
performance. Both Variety and Bill- 
board, amusement papers, played the 
show up with front page stories and 
numerous articles appeared in other 
trade journals. 


> Hicks & Greist, Servel’s advertis- 
ing agency, began the campaign to 
introduce the new lines with a 12 
page blast in Retailing Daily that 
shook the nation’s dealers into alert 
anticipation. Headlines proclaimed, 
“Servel Obsoletes Every Refrigera- 
tor in America!” Succeeding pages 
introduced Servel’s refrigerator fea- 
ture, “Only Servel Makes Ice Cubes 
Without Trays and Puts ’em in a 
Basket Automatically.” The copy 
and illustrations pointed out how 
quickly and easily dealers could now 
demonstrate this refrigerator fea- 
ture. Two more pages were devoted 
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to Servel’s Compression electric 
models and a check-list was pro- 
vided to give the dealer convincing 
sales arguments to aid him in selling 
the consumer. The following pages 
discussed Servel’s “great new freez- 
er advance, Cold Seal construction,” 
the Servel air conditioner, the Servel 
electric. “Wonderbar.” 

An announcement read, “Six mil- 
lion ad dollars back Servel’s huge 
53 drive” and dealers were promised 
the biggest advertising drive in ap- 
pliance history. Magazines, newspa- 
pers, radio, television, billboards, 
direct mail, promotions, display 
every possible advertising medium 
to help sell appliances were to be 
used. To cap the announcement, Ser- 
vel invited dealers to call their 
Servel distributors for tickets to 
“Show of Stars” named, “the big- 
gest, funniest, fastest-moving dealer 
show in appliance history.” 

Throughout the advertising there 


Complete Promotion . . . To promote 
its “Show of Stars,” Servel used a variety of 
promotion materials. Dealers were furnished 
posters to announce their closing to attend 
the show. There were red, white and blue 
badges reading “! Like Ice” to stimulate 
customer interest in the new Servel refrig- 
erator. A 12-page ‘extra’ in Retailing Daily 
gave details of the new line. Direct mail 
pieces stimulated interest in the show, using 
such teaser copy as “Sex rears its lovely 
head.’ Dealers were given regular theater 
tickets and a “College of Iceology’ degree 
for learning how to install a Servel auto- 
matic ice maker. There was even a regular 
theater program for guests attending the 
musical revue. 


aah, 


was a continuous pitch of excite- 
ment, action-inciting copy and a 
constant build-up of the show. 


> Direct mail entered the picture 
with: 

1. A self-mailer on newsprint ad- 
dressed to 60,000 dealers with cover 
copy reading “Girls! Girls! Girls!” 
and line drawings of three cuties. 
Inside the “Show of Stars” was an- 
nounced with admonitions to “Order 
Your Tickets Now” plus illustra- 
tions of the products to be shown. 
2. A second self-mailer, again on 
newsprint, with cover caption 
“Headed Your Way” and the words 
“gorgeous showgirls—high-stepping 
chorus line—hit songs—riotous com- 
edy—refreshments buffet.” Inside 
there was additional build-up of the 
show, with more product informa- 
tion. 

3. A third self-mailer with the at- 
tention-getting headline,” Sex Rears 


CLOSED 


All Day Friday 
FEBRUARY te 13th 


just Had To Close 
ncnnuse We Wanted To See 
The New 


ERVEL REFRIGERATOR 
e AUTOMATIC ICE MAKER 


At The “SHOW OF STARS” 
State Fair Auditorium 


<q Out Front... The theater marquee 
announces the arrival of Servel’s million 
dollar “Show of Stars. 


Its Lovely Head” and inside the 
sub-head, “Bevies of Beauteous 
Babes Spice Up Servel’s Fun- 
Packed All-Star Revue,” was the 
next piece in the mailing. Again, 
there was a product story inside the 
folder. 

The mailing pieces measured 55,” 
x 810” folded, then opened first to 
114%” x 17”, and again to 2215” 
=P". 

4. A fourth self-mailer was sent out 
after the show had opened with the 
provocative headline, “When Sober 
Boston Raves That’s News.” 
Then, when the folder was opened 
there was a warning, “tickets going 
fast” and the itinerary was listed 
with a suggestion that dealers see 
the show in the city nearest them. 
5. Helpful information on how to 
plan and prepare an effective dis- 
play with advice on using “live” 
displays whenever possible. 

6. A special letterhead promoting 
the “Show of Stars” to alert appli- 
ance division distributors with sug- 
gestions for setting up and conduct- 
ing an exhibit of Servel products. 


> The suggestions for product ex- 
hibits were very complete. They 
even included a floor plan showing 
exactly where freezers, ice makers, 
electric ‘“Wonderbar” and _ other 
appliances should be placed to gain 
most visibility. 

A section of the floor plan showed 
a “College of Iceology,” partitioned 
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On Stage ... A cast of over 30 ina > 
Broadway-style musical revue heralded the 
arrival of new Servel products. 


off in one corner. The purpose of the 
“college” was to give each person 
attending the exhibit an opportunity 
to learn how to install a Servel auto- 
matic ice maker. After the dealer 
received his instructions, he was 
given a diploma—‘“College of Iceol- 
ogy Masters Degree”—which stated 
that the individual named had “un- 
dertaken and passed the required 
10 minute period of instruction and 
by making the proper connections is 
this day duly qualified to receive the 
degree of Master Automatic Ice- 
Maker Installer.” The “college” 
aroused much interest and was en- 
thusiastically received by the deal- 
ers. 

The packet for the distributors 
also included an alternative plan for 
setting up an exhibit. All the distrib- 
utor had to do was read and follow 
the instructions to establish an in- 
teresting and educational display. 
Photos, reproduced by offset, were 
provided to show the distributor 
how an effective display would 
appear. 





> Distributors wanted a _ dealer's 
entire staff to see the show and in- 
duced many to close down their 
places of business entirely, since in 
some instances it required a full day 
to travel to and from, and see the 
show. To build interest in the show 
some devices used were: 

@ Window and door signs for deal- 


ers who closed shop to take in 














































Servel’s million dollar show. Typi- 
cal sign: 17” x 22” blue and white 
poster reading “Closed All Day Fri- 
day, February the 13th. We just had 
to close because we wanted to see 
the new Servel Refrigerator with 
Automatic Ice Maker at the 
Show of Stars, State Fair Auditori- 
um.” The poster was signed by the 
dealer. 

e Numbered theater tickets issued 
by distributors to dealers. Printed by 
Globe Ticket Co. of New York, they 
resembled regular theater tickets 
with the exception that they were 
countersigned by the distributor and 
issued to a specific individual whose 
name, affiliation and address were 
typed on the face of the ticket. A 
tear-off stub was used for admis- 
sion to the buffet luncheon and 
product exhibit. 

e Campaign badges with the “natu- 
ral” slogan “I Like Ice.” These were 
printed in red and blue on a 31%” 
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“Show of Stars” 





white laminated cardboard. 
e Theater programs in _ typical 
Broadway style. Printed in blue on 
grey stock, the programs identified 
all members of the cast and included 
the usual credits. The new Servel 
line was pictured on the back cover. 


dise of 


e At the end of the show, each deal- 
er received an envelope with fold- 
ers describing all products on dis- 
play. 


>» A spokesman at Hicks & Greist 
reported, “The show accomplished 
a feeling among the dealers to the 
effect that if Servel is going to this 
heavy expense and promotion to 
show its products, then this certainly 
is one deal I want to be in on!” 
Servel’s “1953 Show of Stars” has 
rung down the curtain, but 
30,000 dealers are expected to re- 


last 


member its product displays and 
messages, with increased sales the 
big pay-off. 44 
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Presented by the readers of 


Advertising cS Requirements 


NNOUNCING 


An opportunity to pin an orchid on 
your favorite advertising supplier 


Somewhere west of Laramie (and in Fort Wayne, 
Galveston and Bangor), there’s a guy who deserves an 
orchid. He’s got a host of friends in the advertising busi- 
ness—who, more likely than not, usually throw brickbats 
rather than posies his way. He’s contributed more than 
his share to the success of many an ad campaign. But, 
nevertheless, he remains virtually an unsung hero. 

Our hero is legion . . . the scores of suppliers to the 
advertising industry. Probably no single group receives 
less public acclaim for its role in advertising than adver- 
tising suppliers. All day long the engravers, artists, paper 
supply houses and hosts of others hear the irate screams 
of admen. 

Yet, probably no single group actually rates more 
applause. There is no question that admen receive more 
free advice and counsel from their suppliers than do the 
principals of most any other business field. Such service 


») 
a 


has come to be an accepted thing in the advertising busi- 
ness. Those that can offer more service than a competitor 
are the ones who sign the most orders. 

But, even though they get added business, the adver- 
tising suppliers who provide so much professional advice 
and counsel seldom receive the laurels they deserve. 
ADVERTISING REQUIREMENTS—with the help of its readers 
—plans to change this. 

We want to pin an orchid on the advertising suppliers 
who have done an outstanding job for you. This is an 
opportunity to bring public recognition to all of the firms 
that have helped make your advertising campaigns a 
success. 

In a way this is a “share the wealth” plan. We hope, 
by publishing the names of suppliers who have helped 
you, we can provide other readers with sources of supply 
they may have been looking for. 
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Here is how you can help ik 


pin an orchid on your favorite 


Here is a list of products and services used by admen. 
It isn’t intended as a complete list . . . but merely as a 
guide to help in selecting the firms which deserve an 
orchid. We would like to know all of the advertising 
suppliers you feel you can recommend to others. 


You can tear out this page and fill in the names and 
addresses of your nominations . . . or you can jot the 
information on a separate piece of paper. Send your rec- 
ommendations to The Editor, ADVERTISING REQUIREMENTS, 
200 East Illinois St., Chicago 11, Ill. 


Artists V 


Photographers 


Photo Reproduction 
Services 


Stock Art Sources \ 


Stock Photo Sources 


Model Agencies 


Display Producers 


Sign Manufacturers 


Display Placement Services 


Decal Manufacturers 


Creative Services 


supplter 


Each month—starting in the September issue—AR will 
publish the names of the nation’s favorite advertising 
suppliers—those who have been recommended by the 
greatest number of AR readers. Each supplier selected 
will receive a certificate similar to the one illustrated on 
the preceding page. 


This is your opportunity to give an appreciative pat on 
the back to the men and women who help you do a 
better advertising job. 


V Package Designers 


Package Manufacturers 


Exhibit Manufacturers 


Paper Supply Houses 


Mailing List Suppliers 


Engravers 


Transcription Producers 


Motion Picture Producers 


Visual Aids Producers 


Entertainment Agencies 


July, 1953 


Typographers 


Premium Manufacturers 


Advertising Specialty 


Manufacturers 


Calendar Manufacturers 


Electrographers 


Gravure Service Houses 


Others 





PRINTING & BINDING 


Gadgets 


Gimmicks 


Help Sell Plymouths 


By Dick Hodgson 
AR Managing Editor 


Sales presentations of automobile 
manufacturers have long been noted 
for being colorful and elaborate. But 
past efforts can’t hold a candle to the 
dynamic piece which extols the vir- 
tues of the 1953 Plymouths. 

The gadget laden loose-leaf pres- 
entation covers the new Plymouth 


Gadgets... Pulling an acetate tab shows 
the value of Solex glass (left) and opening 
a die-cut door reveals the upholstery colors 


from bumper to bumper in simple, 
easy-to-understand style. About all 
it leaves for the salesman is to drag 
out an order blank and get the name 
on the dotted line. 

To achieve this end, it took a hat- 
ful of special production techniques 
—many developed especially for the 
Plymouth production. In many re- 
spects, the presentation is a toy—a 
toy with a purpose. There are levers 
to pull, doors to open, colors to 
match, etc. 


> The 54-page book is outstanding 
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«. fet let's look into 
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Plymouth's outstanding 
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evidence of the superior product 
which can be produced when all 
members of the production team 
work together and assist one an- 
other. 


Heading up the team was Art 
Dowd, Plymouth merchandising 
manager. He established the objec- 
tives of the presentation and laid 
the groundwork for the production 
crew at X-Ray Visual Sales Method 
Inc. (Chicago). 

At X-Ray Visual, Albert R. Jens- 


sen supervised actual production. 
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Caroline H. Bryant produced the 
copy. Frank Farkas handled the 
creative chores. 

Artwork was produced, to fit the 
outline developed by the X-Ray 
Visual part of the team, by Plym- 
outh’s regular art source, Cosmo- 
politan Studio (Detroit). 

All along the way, the composite 
talents of 18 major suppliers were 
instrumental in helping work out 
special creative and _ production 
problems. 


> The scope of the job can be visu- 
alized by Mr. Jenssen’s records. They 
show that an amazing total of 822 
checks and double checks were re- 
quired before the finished job was 
made available to Plymouth dealers. 

A review of these 822 operations is 
interesting: 


e Copywriting . .. There are 114 
separate and distinct pieces of copy 
in the book. While some of this copy 
was based on material used previ- 
ously by Plymouth in advertising 
and sales materials, much of it was 
prepared especially for the presen- 
tation. 


e Typesetting . . . The number of 
copy blocks meant that there were 
114 blocks of type to be set, proofs to 
be read, corrected, submitted to 
Plymouth for approval or change, 
corrected and okayed. Type was set 
by Faithorn Corp. (Chicago). 


e Artwork ... The Cosmopolitan 
Studio furnished 39 separate key 
drawings, some double spreads and 
some individual pages, plus 127 in- 
dividual pieces of artwork of various 
sizes. This meant checking 166 pieces 
of artwork for size and correct re- 
duction before turning them over to 
the engravers. 


© Engravings .. . There were 166 
engravings required. Since the job 
was printed in six colors—four- 
color process and two special pastel 
colors, almost every possible type of 
engraving was utilized in the pro- 
duction. This phase of the job was 
handled by Faithorn Corp. and Jahn 
& Ollier Engraving Co. (Chicago). 


© Paste-up ... Engravers’ and type 
proofs were pasted up by X-Ray 
Visual, page by page, for approval 
by Plymouth. This meant 54 sepa- 
rate paste-ups consisting of as many 
as eight or ten individual procfs. 


@ Printing ... The 54 1234” x 10” 
pages were printed on three sheets 
of 10 pt. Supertuff. One of these was 
printed in four colors on both sides, 
the other two in six colors both 
sides. This meant 32 lock-ups and 
registers and 32 press colors to 
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X-Ray Views... A series of transparent overlays is used to show the inner workings 
of the Plymouth engine. As each overlay is lifted, a different cutaway view of the engine is 


revealed. Each overlay is process printed in four-colors by letterpress and is silk screened 
in white on the reverse side. 
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Shift & See ... It took 12 individual pieces to construct this page of Plymouth’s sales port 
folio. Die-cut windows reveal a set of four pictures illustrating principles of Hy-Drive. When 
the gear is shifted, a new set of pictures comes into view. 


Choose Your Color .. . A series of color chips and a transparent overlay permit 
customer to choose the color combination of his new Plymouth without viewing actual mode 
The color chips were painted with the same paint used on the automobiles. 
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Algonquin 5-2552 


Fastest Service 
in Town 


Automatic silk¢screen equipment 
for speed and economy. Spe- 
cialists in short run, large sur- 
face printing for outdoor and 
indoor advertising. 


4-COLOR SCREENOLITH 
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check. The basic part of the job was 
printed in letterpress by Western 
Printing & Lithographing Co. (Ra- 
cine). 


© Die-Cutting .. 
four “X-Ray” 


. The book contains 
transparency pages 


which required die-cut pages, lami- 
nated with acetate. These required 
detailed die layouts which had to be 
carefully checked and okayed. 


e Laminating . . . Special laminating 
layouts were required for the trans- 
parencies. 


e Printing Transparencies . . . The 
“X-Ray” elements were four-color 
process printed by letterpress on the 
face and silk screened in white on 
the reverse where opacity was re- 
quired. These could be printed only 
in small sheets, due to the close and 
finicky register involved. This meant 
checking eight lock-ups and regis- 
ters, checking and okaying eight 
colors in the pressroom and one at 
the silk screeners—17 more oper- 
ations. 


© Gadgets . In addition to the 
“X-Ray” transparencies, there were 
three other gadget pages: 


1. On one a die-cut door of the 
Plymouth may be opened, revealing 
the inside door panel and interior 
upholstery. This required a die lay- 
out and checking and okaying the 
die-cut and pasted sheet. One of the 
most unusual production operations 
was the pasting of the die-cut sheet. 
The sheet was scored. Next the rub- 
ber-base adhesive was applied by 
silk screen process to assure proper 
“register.” The sheet was then fold- 
ed, leaving the die-cut door free to 
open, without any excess adhesive to 
get in the way. 


2. Another gadget page reveals a 
view of a bright desert scene through 
a die-cut windshield and shows the 
advantage of using Solex glass to 
“filter” this scene. This was accom- 
plished by the use of a sliding piece 
of heavy acetate. When in its normal 
position, the acetate is perfectly 
clear. When a tab at the top of the 
page is pulled upward, a colored sec- 
tion of the acetate appears in the 
die-cut windshield. The color was 
letterpress printed on the acetate by 
using a 30% 120 screen halftone 
printed in a transparent green ink. 
A special “frame” was mounted be- 
tween the folded sheets of the pages 
so that the printed acetate could be 
pulled only to the proper position to 
cover the windshield. 


3. The third gadget is the most re- 
markable of all. It is a gear shift 
lever that demonstrates Plymouth’s 


new Hy-Drive. It has a total of 12 
parts, all mounted together to form 
a single page in the book. The top 
layer is a horn button. This is print- 
ed on 10 pt. board. Beneath it is 
mounted a guide for the shift lever. 
The shift lever extends the full 
width of the page so that it can be 
easily moved by the salesman or 
prospect. Beneath it is the outer page 
printed on Lithokote and mounted 
on 40 pt. board. This is then die-cut 
to form five “windows.” The next 
layer has two sets of pictures and 
captions. These show through the 
die-cut windows—four pictures and 
a caption at a time. When the gear 
shift lever is moved, a second set of 
pictures and caption come into view 
—illustrating the advantages of Hy- 
Drive. This inside page has a die-cut 
lever of its own which is attached to 
the outer gear shift by a brass eyelet 
and two acetate washers. A special 
cardboard frame guides the move- 
ment of the inner sheet. The final 
portion of the gadget page is another 
Lithokote sheet mounted on 40 pt. 
board. 


e Color Selector ... Another feature 
of the presentation is a color selector 
consisting of an acetate sheet with 
an outline illustration of a Plymouth 
printed by four-color process letter- 
press, plus the silk-screened white 
for opacity. It also has a special buff 
background—a _ sixth color. Below 
this acetate sheet are 12 large color 
chips and 10 smaller die-cut chips, 
plastic bound at the side and top of 
the last page in the book. With the 
chips, which show through trans- 
parent portions of the acetate sheet, 
a prospective buyer can visualize 
every single color or two-tone com- 
bination available. The colors were 
sprayed on the sheets using regular 
automobile paint. Color identifica- 
tions were then letterpress printed 
on the chips. 


e Binder . The presentation was 
bound in a leatherette Notemaster 
four-ring binder supplied by Sales 
Tools Inc. (Chicago). It is designed 
so that it can be used either flat or in 
a standing position. The lower half of 
the binder folds backward at a 45 
angle to form an easel. The cover of 
the binder was silk screened in red 
and white with the title “Plymouth 
builds great cars!” 


e Binding and Shipping . . . One of 
Mr. Jenssen’s biggest jobs was the 
final one. There were a total of 50 
individual units to be trimmed, 
punched and assembled, including 
10 double spreads where the type 
and illustrations had to be carefully 
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Coal Tipple 


Ramet Horner 


The differences between the work of an amateur and that of a good 
painter can be deseribed in a few words, but to explain the subile difference 
between good painting and the work of a great artist is difficult for the best 
critic. The minute superiorities of design. color, and brushwork are hard to 


yoint out. but they combine to ceive a clearly superior painting. 
| , ; 


Similarly, it is dificult to point to various types of reproductions and 


describe the many details of the process which make the letterpress printing 


excel in color mateh, depth of shadow area and over-all brillianey. However, 
it is seldom that the advertiser cannot sense the better quality of the letterpress 


reproduction. 


Miller Printing Machinery Co., of Pittsburgh, Pennsyivania, will be glad 


to furnish the names of quality letterpress printers in your area——those houses 


using Miller letterpress equipment upon request. 





on dots prwitinug tune 
posters 
window banners 
counter displays 
sales presentations 
mobiles etc. 
*100 - 5,000 - 50,000 


plaid... 


Complete photographic facilities 
to reproduce from drawings, 
photographs, Ektachromes in line 
or half-tone. 


Up to 32x45” sheet size 
uniform quality runs 


Full color process reproduction 
Print on rigid and unusual stocks 
Brilliant colors including the new 
ery Met 1 te is 


Day-Glo® fluorescents 
rN ey ae TT 
y chicago 
andover3-6900 


and display studio 


printing and finishing OIL COLOR LITHO CO 


for most 
eT salesmen $s 


Ah he and easel 


Pus binders 


wane -1 1 0) :4)) 


aah 


1 oe 
ry i020). neat | 
317 WEST 47th STREET 


NEW YORK 36, N. Y. 
ede 


“CLAREPORT" 's made by BELFORD 


—Suppliers are invited— 
to keep the editors of Advertising 
Requirements advised at all times of 
new developments, new products, 
new processes, and new ideas of all 
kinds which might be of interest and 
value to our readers 


lined up and justified—no mean task 
when a loose-leaf binder is used. 


> While the presentation is loaded 
with gadgets, each has a definite 
purpose. The die-cut door, for ex- 
ample, stresses one of Plymouth’s 
key sales points—“balanced beauty.” 
It shows quickly, easily and emphat- 
ically how the exterior and interior 
colors blend together. 

A special series of eight °4 pages 
is arranged to show various con- 
struction features below an always 
present headline, “Plymouth gives 
you the first truly balanced ride in 
the low priced field.” 

The colored acetate windshield 
gadget gives visual evidence of the 
value of Solex glass—an effect hard 
to achieve with normal printed il- 
lustrations. 


>The “X-Ray” transparencies, a 
patented development of X-Ray 
Visual, show the four basic systems 
of the engine—electrical, cooling, 
power and lubrication. These are on 
34 pages, appearing under an over- 
all headline extolling the “balance 
of power, economy, longer life and 
dependability” of the Plymouth en- 
gine. As each transparency is lifted, 
an additional portion of the engine 
is cut away, revealing internal fea- 
tures hidden in the actual product. 
The base illustration contains only 
the pistons and crankshaft. 

The Hy-Drive lever gadget gives 
the prospective buyer a quick and 
dramatic summary of an important 
sales feature. 

There are special gate folds on 
pages showing various Plymouth 
models. The flaps have illustrations 
showing special features of each 
model. 

The color chips (half-page in size) 
serve a dual purpose. They give 
prospects a quick review of all colors 
available and at the same time per- 
mit the dealer to display only a lim- 
ited number of models on his show- 
room floor. On the page opposite the 
color chips is a chart showing 16 
interior color combinations, adding 
further emphasis to the “balanced 
beauty” theme. 


> All-in-all, the presentation is a 
coordinated production that is bound 
to give other manufacturers a guide 
for future sales aids. It is impres- 
sive by weight alone—4!2 pounds. 
A total of 7,500 copies was produced. 
They are sold to dealers at cost- 
$19.75 each. 

To promote the piece, Plymouth 
has distributed a 24” x 28” three- 
color broadside to its dealers. The 
piece folds to 9142” x 12%”. The 


copy summarizes the merits of the 
presentation: 

“More than being a_ spectacular, 
visual presentation, the new Ply- 
mouth Sales Album makes it pos- 
sible for salesmen to bring Plymouth 
features ‘to life’ to show by 
dramatic illustrations—many with 
movable parts—exactly why and 
where Plymouth offers more for his 
money.” 44 


Booklet Shows LNA 
1953 Award Winners 


The 3rd_ Lithographic Awards 
Competition catalog for 1953 has 
been issued by the Lithographers 
National Assn. The handsome 68- 
page booklet contains illustrations 
and descriptions of the award win- 
ners which appeared in AR, (June, 
page 20) plus all the other first, 
second, and third place winners. 

The booklet contains a list of 
judges, the 17 award classifications 
and statements from the awards 
committee and judges. Points were 
scored on the following basis: 50 
points for quality of lithography, 25 
for art and design and 25 for func- 
tional value. 


For y 


Low Cost Color Printing 
Offered by Ohio Company 


A unique three-color process 
which gives full color reproduction 
at costs considerably under usual 
four-color process printing is des- 
cribed in a booklet published by the 
Warner P. Simpson Co. (Columbus, 
O.). The booklet contains many ac- 
tual samples of three-color printing 
produced by the company for a 
number of advertisers. 

Using an exclusive method, Simp- 
son turns out full color printed ma- 
terial such as 812” x 11” catalog 
sheets for $510 per 5,000. The price 
includes all preparatory work, in- 
cluding direct color photography 
from merchandise samples, compo- 
sition, and presswork. The sheets 
are delivered flat or folded with 
any standard fold and even punched 
at no extra cost. Additional thou- 
sands cost $30. 


> Other typical prices listed in the 
booklet include 5,000 11” x 17” cat- 
alog sheets, $780; 25,000 333” x 614” 
envelope stuffers, $495; 25,000 634” 
x 614” stuffers, $650. All jobs are 
printed on 80% enamel stock. The 
price of the stuffers includes backing 
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up the color run with black and 
white copy. 

The booklet contains complete in- 
formation on how Simpson handles 
typical jobs and explains special ser- 
vices which are available. 








For your 


copy circle No. 702 on the 
Reader's Service Card inside back cover 


Stewart-Simmons Produce 
Handsome Color Brochure 


“Can you outsell a camellia. ..a 
candy cane... a countryside?” This 
provocative question sets the theme 
of a story on direct advertising color 
printing by Stewart-Simmons Co. 
(Waterloo, Ia.), told in a handsome- 
ly printed 11” x 14” brochure, Should 
the Booklet be in Color? 

Stewart-Simmons answers its own 
questions by demonstrating the ef- 
fectiveness of color advertising in 
the brochure. An interesting com- 
parison is shown in side-by-side 
illustrations of a sidewalk fruit stand 
in both full color and black and 
white. Several pages are devoted to 
illustrating examples of the com- 
pany’s color jobs for various ad- 
vertisers. The booklet also covers 
printing, typography, artwork and 
platemaking services of the firm. 

An interesting breakdown of di- 
rect advertising shows the percent- 
age of each type of material printed 
in one, two, three, four and five col- 
ors during 1951. 


Unusual Booklet Tells 
tory of Detroit Firm 


Services of Nelson Associates 
(Detroit) are described in an un- 
usual booklet, which utilizes a 
laminated die cut cover effectively. 
The brochure, What Makes Us Tick, 
has a laminated transparent coating 
which covers a window-like die cut 
in an illustration of a watch. The 
“works” of the watch show through 
the “window” for a striking effect. 

Featured in the colorful booklet 
are the services of Nelson Associates 
in the creation and production of 
sales promotion, merchandising and 
direct advertising. These services are 
illustrated with four-color sketches, 
which use an unusual combination 
of pastel colors for special effects. 
Another of the booklet’s interesting 
features is a set of die cut tabs on the 
inside cover which hold the business 
card of the person who presents the 
brochure. 
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Anyone can produce beautiful 
plastic bound books in 
these 2 easy steps: 
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Punch sheets and covers of any size or 


weight, quickly, accurately 


































































































NOW . YOU CAN DO 
PLASTIC BINDING 


THIS STRIKING PLASTIC BOUND 
PORTFOLIO-PRESENTATION FREE 


Get your personalized edition today 
. . » packed with illustrated ideas for 
using beautiful plastic binding on 
advertising presentations, sales 
manuals and other promotional lit- 
erature. This unique plastic bound 
portfolio gives the complete appli- 
cation and cost advantages of the 
GBC Binding System as proven in 
thousands of progressive organiza- 
tions in every field of endeavor. A 
wealth of timely and important in- 
formation absolutely FREE. 
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GENERAL BINDING CORP., Dept. AR-7 
812 W. Belmont Ave., Chicago 14, Ill. 


tool 


makes it inexpensive. Carried in stock. 


with a Wotemadrster! 


An ordinary ring binder that we have made into a valuable selling 
. it sets-up and takes-down in split seconds 
Also 


SEND FOR FREE FOLDER! 


Sales Jools, Jue. 








Bind up to 250 books an hour with colorful 
GBC bindings—%/¢" to 14” diameter. 


RIGHT IN YOUR OWN OFFICE 


Bind all sizes of loose pages—any printed 
or duplicated material with compact 
GBC plastic binding equipment... in 
a matter of seconds. You’ll add prestige, 
color, utility, attention-compelling ap- 
pearance and increase the effectiveness 
and life of your literature. Pages lie per- 
fectly flat...may be inserted or re- 
moved any place in book. Save money, 
too. Anyone can operate. 






























GET THIS FREE PORTFOLIO-PRESENTATION... TODAY! 





GENERAL BINDING CORPORATION 

Dept. AR-7, 812 W. Belmont Ave., Chicago 14, Ill. 
Please send me at once my free plastic bound 
PORTFOLIO-PRESENTATION that includes prices 
and applications. | understand that there is abso- 
lutely no obligation. 

es ‘3 
ORGAIETATION pee ta 
ADDRESS — , a 
CITY ZONE____ STATE 





Its simplicity 
100s of other items. 


1704 WEST WASHINGTON BLVD. 
CHICAGO 127, IUCR GtS 
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Lord Baltimore Creates 


Unique Promotion Piece 


Lord Baltimore Press (New York) 
has pressed one for the record! The 
company won first prize in the 
multi-color printing division of the 
annual folding paper box competi- 
tion three consecutive years. To capi- 
talize on the awards, they needed a 
winning promotion. H. Addison 
Campbell, head of the sales promo- 
tion department, created it—a long 
playing record album containing the 
three winning cartons. 

The album is standard 12” in 
size and is set up in two parallel 
folds with three pockets for insertion 
of the mock records. Each cardboard 
disc is authentically embossed pre- 
senting a startling resemblance to 
an actual LP record. When the “rec- 
ord” is pulled out of the pocket, the 
recipient sees an actual prize-win- 
ning carton mounted on each record. 

Copy inscribed on each pocket 
heightens the record album idea. The 
label, for example, on the 1953 prize 
winner reads, “Blonde Beauty—a 
symphony in six colors.” The two 
other records are a “Tone Poem in 
Five Colors” and a “Rhapsody in 
Four Colors.” A cloth blue ribbon is 
attached to the 1953 “Blonde Beau- 
ty” record showing that this carton 
also won the grand prize in the com- 
petition. 


> The piece was printed in two 
colors—green and black—and then 
varnished. Lord Baltimore used 28” 
x 44” 3-ply Falpaco coated on one 
side of manila-backed board. The 


sheet was scored, folded and die cut. 


Three Unbreakable Records for .. . 
This unusual promotion piece was mailed 
by Lord Baltimore to demonstrate its prize 
winning cartons. The simulated long playing 
record album contained samples of the 
actual cartons which won three consecutive 
first prizes in the folding paper box com- 
petition. Mailing envelope (upper right) was 
a teaser. It had no mention of Lord Balti- 
more Press—copy read, ‘Three unbreakable 
records for... 
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Evolution of the Reproduction Arts . . . This 20!/2’ x 11/2’ mural in the new Skokie, || 
headquarters of Rand McNally & Co. depicts the evolution of the reproduction arts from the 
Monolithic man's crude designs on the walls of caves to modern day mass production printing. 
Rand McNally awarded a $7,000 commission for the painting to Siegfried Reinhardt, 27-year- 
old St. Louis artist, following a prize competition in which well-known artists submitted designs. 


The front of the album, as well as 
the mailing envelope, contained no 
mention of Lord Baltimore. The al- 
bum is called “Crescendo” and copy 
reads, “A unique record collection.” 
A small “LBP” logo was used at the 
bottom and the name “Fidel-I- 
Tone.” The mailing envelope also 
had the small “LBP” logo and was 
addressed simply “Three unbreak- 
able records for .. .” 

Enclosed inside the album was a 
short note from Lord Baltimore's 
executive vice president, Leonard 
Dalsemer, which read, “A knowl- 
edge of music is not required to ap- 
preciate the contents of this album. 
But we do believe that these unusual 
records established by  Fidel-I- 
Tone will be of value to every per- 
son concerned with product pack- 
aging. Will you please pass along the 
album to such individuals in your 
company. Comments will be most 
welcome.” 44 


Publish New Edition 


Of Printing Primer 


A completely new edition of Ralph 
W. Polk’s “The Practice of Printing” 
has been published by Charles A. 
Bennett Co. (Peoria), $4.75. Long 
a standard text for printing students, 
the new volume presents much use- 
ful reference material for the adver- 
tiser who buys and uses printing. 

The new edition is well illustrated 
and contains a basic discussion of 
every major phase of printing. While 
the volume deals primarily with 
letterpress, special 
other methods. 

A large portion of the book is de- 
voted to the actual mechanics of 
printing, but even these are treated 


sections cover 


in such a way that fhey make in- 
formative reading for those who are 
interested in the field in addition to 
students. A helpful bibliography lists 
68 other books on printing. 44 


Produce Transparencies 
By New Low Cost Method 


Spencer-Donbar (New York) has 
developed, in conjunction with Roxy 
Offset, an improved method of pro- 
ducing perfect color transparencies 
at very low cost. It originated from 
an idea by Cliff Freeland, who is 
well known in the third dimension 
and color depth technique field. 

The process simplifies reverse con- 
tact printing in four to eight colors 
and produces outstanding and per- 
fect registration. It enables the com- 
pany to reproduce art work, color 
transparencies or black and white 
progressives on paper to produce a 
color transparency which is then 
treated to give it added body and in- 
creased luminosity. Thus the photo- 
graph is visible in both daylight or 
artificial illumination and has the 
tensile strength of plastic. The re- 
production may be enclosed in a pic- 
ture shadow box, making it possible 
to use color transparencies for point 
of sale displays at low cost. 

An 11” x 14” transparency, com- 
plete with picture frame cardboard 
shadow box and light cord set, in 
5,000 quantities costs only $2 each. 
With this unique process, transpar- 
encies alone range from $1.25 each in 
2,500 lots to 50¢ in 10,000 lots. Prices 
include proving of job and are based 
upon clients furnishing artwork or 
color transparencies. Prices range 
from $300 to $600 less per job if 
black and white progressives are 
furnished. 44 
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By Charles R. Prilik 
Art Director 
J. Walter Thompson Co. 
Chicago 


Bacon and eggs for a crisp morn- 
ing! There they are on the page of a 
November magazine in glorious full 
color. The eggs done to that perfect 
turn when the white is set but the 
yolk is still “shivery.” The bacon 
sizzling hot and succulent. It all 
looks so simple! BUT it was 
far from simple on that scorching 
day in July when the picture was 
taken. 

First of all, the perspiring art di- 
rector spent hours dashing from 
one shop to another in search of 
vital accessories. That Copenhagen 
plate had to be the right shade tu 
reflect the luscious tones in the 
bacon. The silverware had to have 
a special touch of smartness. And 
the tablecloth had to be one with 
just the texture and color to frame 
the picture perfectly. 

Next, the selection of the product. 
On the preceding day, the efficient 
home economist at the advertising 
agency had obtained bacon slices too 
numerous to count. Now, one by one, 
the very best have to be chosen. 
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ART & PHOTOGRAPHY 


COLOR 


A leading agency art director explains the 
importance of color photography in food 


advertising ...and tells how he gets 
mouth watering effects. 


Then it’s heigh-ho and off to the 
studio where the actual cooking and 
photography will take place. 


>Here the art director and home 
economist work closely together. 
Who would have guessed that bacon 
could be so temperamental? Yet 
somehow those tantalizing crinkles 
must be coaxed into each and every 
strip. 

And the eggs? Just as self-willed 
as their traditional companions. So 
into the waste basket egg carton fol- 
lows egg carton—until at last two of 
the fine-pedigreed specimens decide 
to adjust themselves properly in the 
skillet at the same moment. 

All during this time the photog- 
rapher is arranging his lights and 
focusing his camera on a dummy 
plate of bacon and eggs. Finally the 
art director snatches up the food 
and rushes breathlessly the 91% feet 
from stove to photographing stand. 
Client’s instructions are ringing in 
his ears: “The bacon must look 
HOT.” Hot olive oil is at the art 
director’s elbow. He dips a brush 
into it and gently strokes the bacon. 
The eggs assume an extra-lovely 
glow as they receive the same tender 
beauty treatment. (Hurry, hurry, or 
the bacon will get cold and the eggs 
leathery!) The signal is given and 
the shutter clicks. But one never 
knows what may happen with just 
one set of negatives. So the whole 
process must be repeated. More eggs 


. more bacon . . 
more negatives. 


. more hot oil... 


> Today, a good deal of the actual 
cooking is done this way right at 
the studio. That is true of all meats 
and most foods that are served hot. 
For their color and texture would 
change if they had to be taken out 
of doors on their way to the studio. 
It’s up to the art director to decide 
when the food color is right. If cook- 
ing is carried too far, the food will 
be too dark to photograph and will 
not stand up under the hot lights. 
If one area browns while others still 


The Author ... 
Charles R. Prilik 
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Mouth Watering . 


need more heat, this portion must 
be covered until a uniform color 
is achieved. 

But it isn’t only the cooked foods 
which mean difficulty for the art 
director. Actually each type of food 
comes well supplied with its own 
special contingent of problems. For 
example, in the case of cakes you’ve 
got to build them taller than you 
want them to appear. Why? Because 
the camera fore-shortens! 

Then take salads, as another “for 
instance.” Frequently, the ingredi- 
ents are so simple that color and ar- 
rangement become everything. The 
art director must keep a sharp eye 
out for contrasts in colors and shapes 
if he would have a picture that is 
striking rather than common place. 
And he must apply his own special 
beauty treatments at the last mo- 
ment under the lights—checking his 
results carefully in the ground glass. 


> Moreover, such problems are not 
exclusive to color photography, of 


. Typical food illustrations produced under 
the supervision of author Charles R. Prilik show the importance of 


which we have been speaking up to 
now. In black and white photog- 
raphy, contrast is every bit as im- 
portant as it is in color. A special 
care must be taken in the choice of 
accessories—particularly those with 
intricate patterns and frills. When 
viewed in natural color, these fea- 
tures may be quite attractive. But 
when photographed in monochrome 
values, they may tend to merge in 
a confusing manner. They may lack 
separation and contrast—may even 
create a jarring, off-beat pattern 
of light and dark. All this is of 
tremendous importance in connec- 
tion with newspaper reproduction. 
For here, simple background and 
sharp definition so often spell 
the difference between success and 
failure. 

And still the call goes out for ap- 
petite appeal . . . more appetite ap- 
peal! How to show food so the 
consumer will cry for it! How to 
show food that is so real you can 
almost taste it! This is the assign- 


proper settings for good food illustrations. The originals of these 
illustrations were reproduced in color in magazine advertising. 


ment that confronts the art director 
today, as it did 26 years ago when 
the first color photographs were 
used in magazine advertising. 


> But please don’t confuse appetite 
appeal with edibility. The art di- 
rector continually has to warn vis- 
itors when food is being photo- 
graphed to “taste at your own risk.” 
Often for very logical reasons, things 
are not what they seem. Luscious 
looking whipped cream, for example, 
is not whipped cream at all, because 
cream breaks down under the hot 
lights. That goes for ice cream, too. 
Artificial ice cream is used—made 
by a patented formula. And it’s 
enough to make the doughtiest taste 
buds cringe! 

In the old days, of course, the tech- 
nical difficulties were more numer- 
ous. Then the color exposures were 
long because the plates were slow. 
Three negatives were exposed sepa- 
rately behind filters. (This is the 
process still in use in engraving 
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houses.) During all these trying days 
the art director yearned for a one- 
exposure camera; a great photog- 
rapher who would dramatically in- 
terpret his ideas in selling foods; and 
carloads of dishes and gadgets to 
make the homemaker wish she, too, 
were “in the swing or dead.” 

The value of fine accessories in 
enhancing a product was recognized 
early. And the task of selecting 
the right accessories is today consid- 
ered a vital one. They must be good 
looking enough to grace the table 
of the most fastidious. Platters, 
dishes and silver must be properly 
proportioned in size to the product, 
so as not to overwhelm it. And simi- 
larly, the foods should not over- 
crowd the dishes. (If the main plat- 
ter is too deep, it may need to be 
filled with cardboard or plaster to 
bring the product closer to the cam- 
era.) Good taste must everywhere be 
evident. Any glaring errors in your 
choice or arrangement will haunt 
you in your sleep. The art director 
must decide quickly and accurately 
on the “right thing.” Woe to him 
who misplaces a salad fork or a 
butter knife. Letters will flood his 
desk to tell him “you don’t know 
your business .. . you city slicker!” 


>But happily, years of experience 
do develop a knack for picking the 
right dish at the right time. A 
method which, at times, seemed im- 
possible and __heart-breaking—of 
preparing foods only for the devil’s 
tongue—has achieved an appetite 
appeal that is remarkable. And the 
art director has become a _ studio 
version of “Oscar of the Waldorf,” 
perfectly capable of coddling a ham 
into a blissful state of glistening 
succulence. 

By his constant efforts to produce 
new and unusual effects, the art di- 
rector has stimulated and guided 
the experimenting of top photog- 
raphers. And they have scored 
many advances in technique. For 
example, they today have perfected 
a system of photographing against 
the light—a procedure that was once 
the bugaboo of all good photogra- 
phers in the food advertising field. 


>What type of print is best for 
reproduction purposes? Remember, 
maximum appetite appeal is our pri- 
mary objective. So, although trans- 
parencies are used at times, they are 
usually put aside in favor of an 
opaque print in very important work 
with foods. For prints of this type 
can be retouched to 
product even further. 

Years of trial and error show 
that the carbro method of making 
prints is the best. The rich middle 


idealize a 
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Finished Product .. . Many hours went 
into the preparation of the illustrations for 
this magazine ad. Run in color, it boosted 
holiday sales of Swift Premium hams. 


and deep tones are far superior in 
quality to those obtained by other 
print methods. 

All in all, it would appear that 
appetite appeal is here to stay. 
As long as consumers and dealers 
respond to it the way they do, there’s 
bound to be more of it. 

As for the art director on the food 
account, he becomes a man with a 
single mission: to make the millions 
drool! It means that he can no longer 
merely be the man behind the draw- 
ing board. He also has to become 
man behind the stove ... man behind 
the hot olive oil . . . man behind the 
shop window man behind the 
ground glass and, as always, 
the man behind the 8-ball. If there 
is a difference in the amount of ap- 
petite appeal in today’s photos as 
against those of years ago, he’s one 
man who helped to put it there. 
Viva la difference! 44 


“The art on this will cost you P-L-E-N-T-Y 
... and that’s only an estimate!" 
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‘‘How You Can Use Offset’’ 


It's the most progressive of printing 
techniques for long run jobs, offering 
use of wide variety of papers and inks. 
You can prepare copy quicker and with 
greater economy in art work. This kit 
of job samples shows the quality of our 
work and how it is used in various ways 
by people who do effective advertising. 
Send for your idea Kit today! 


Please send the sample Litho Idea Kit FREE to: 
Name 


Company 


Address 


Wit OFFSET PRINTERS 


tr 


Division of RAPID COPY SERVICE INC 
123 N. Wacker Drive 
Chicago 6, Ill 


Small Quantity, Full Color Prints 
in Days — Instead of Weeks 


Tom Noble can provide you with 
brilliant full-color photographic du- 
plicate prints for Salesmen’s Presen- 
tations .. any size to 20” x 24”... One 
print or 15,000 from your artwork or 
color transparencies. Used by over 
360 accounts in seven years. Write 
for sample and low-cost price list. 
THOMAS B. NOBLE ASSOCIATES, 
270 Park Ave., New York City 17. 
Phone: MU—8-0091. 

RABBIT — RAINBOW — PEACOCK COLOR PRINTS 


Charter member National Visual Presentation Ass'n 
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WRITE FOR 
PRICE LIST 


QUANTITY 
Quality Prints 
An example of our 
low prices: 

8x10 Prints 


IM $65.00 
500 $37.50 
100 $8.50 


Send for price list today 


MAJOR PHOTO CO. 


1210 N. Clark St., Dept. A, Chicago 10, Ill. 


VAG 


SS: 


8 x 10's as low as 6¢. Postcards as low as 2¢. 
Write for samples and complete price 
list on all sizes and quantities. 


KIER PHOTO SERVICE 


Dept AR 1265 W. 2nd St. Cleveland 13, Ohio 


COMMERCIAL ARTISTS 


~ 


J Specializing in 
BOURGES PROCESS ARTWORK 


ZB for low cost Color Reproduction 
\ es ; 


SU-7-0595 * 325 W. HURON + CHICAGO 10 
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AR Advertising 
Produces Order 


5 

} 

! 

5 

5 

: for 

} 400,000 Posters 
One of AR’s eastern 
advertisers reports with 

; pleasure an order for 

400,000 posters from a 

) Midwest client. It simply 

' came in as a result of his 
ad in AR. This just goes 

to show that an advertising 
program in AR does reach top 
buyers and that they do 
respond to the solicitations 
of advertisements. 


Advertising 
Requirements 


200 E. Illinois St. 
CHICAGO 11, ILL. 


POP OOO OPO 
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Chicago Firm Offers 
Trace Drawings Book 


More than 800 easy-to-trace draw- 
ings covering a wide range of sub- 
jects, pages of popular sayings, deco- 
rative panels and borders are avail- 
able in the Master Art and Idea Book 
published by Master Products Co. 
(Chicago). 

The book also contains drawings 
of cartoon figures, holiday ideas, 
sport and industrial scenes for use in 
producing bulletins, announcements, 
direct mail pieces and other pro- 
motions. The book is indexed for 
quick reference. 

Master Products is offering the 
book free to anyone who will accept 
ten reams of Mastergraph White 
Bond duplicating paper on a 30-day 
trial basis. Additional details on the 
offer are available from the company. 


For your copy circle No. 705 on the 
Readers Service Card inside back cover 


Design Acetate Wraps 
For Retouched Photos 


Acetate overlays for retouched 
artwork was the bright idea of an 
Eastman Kodak Co. (Rochester) 
employe. The employe, Louis Amann, 
found that flipping up brown paper 
wrappings in a search through re- 
touched photos could be a tedious 
and time consuming process. He 
experimented and then suggested 
that Eastman use one of its own 
products as overlays. 

The sheeting Mr. Amann selected 
was Kodak Topographic sheet, type 
B. The transparent material is glossy 
on one side and the other has a fine 
tooth surface designed to take mark- 
ings or writing. It can be easily 
taped to the top of mounted artwork. 
The overlays sheets can be re-used. 

The acetate is available through 
Kodak industrial dealers in 40” x 50” 
and 40” x 60” sheets, and in 20” x 50” 
and 40” x 50” 100-foot rolls. 44 


Ad Artists Featured 


Art directors will find Friem’s 
Four Pages, the house organ of A. I. 
Friedman (New York), stimulating. 
Designed and edited by Tobias Moss, 
the bulletin features illustrators 
whose work is exhibited in the 
Friedman Gallery. It seeks out the 
new and unique in advertising art 
and presents the material in a fresh, 
terse, simple style. The bulletin is 
in its 9th year of continuous pub- 
lication. 


For your copy circle No. 706 on the 
Reader's Service Card inside back cover 


Offer Clipping Books 


A. A. Archbold, Publisher (Los 
Angeles) is offering a folder describ- 
ing his collection of 15 scrapbooks 
of offset reproduction proofs for 
clipping. The clipping books con- 
tain a variety of proofs from type 
faces to more elaborate artwork. 

Special Christmas and Easter clip- 
ping books are available as well as 
scrapbooks containing stock head- 
lines, line illustrations, borders and 
panels, promotional art, symbols 
and insignia, and a variety of type 
fonts. Prices for the books range 
from $3 for a 48-page headline 
scrapbook to $6 for a manual con- 
taining 450 designs symbolizing va- 
rious lines of retail businesses. 


- 
for your copy circle 
Reader's Service Card i 


Scheel Shows Cartoons 


Advertising managers who wish 
to inject a touch of humor into their 
art, may find the cartoons of Ted 
Scheel, (New York) 
humorous illustration, worthy of 
consideration. Scheel, a master of 
caricature, offers a sheet of reprints 
of some of his drawings to show 
what can be accomplished in hu- 
morous art. 


specialist in 


For your copy 
Reader's 


rcle N 


Service Card inside ba 


Lightweight . . . Mode! Trudy Golden 
demonstrates the new lightweight 510 volt 
dry cell battery developed by General Dry 
Batteries Inc. (Cleveland) for Heiland’s latest 
portable electronic repeating flash unit, the 
Strobonar V. The battery, which is said to be 
the highest voltage dry cell model yet devel- 
oped for photo flash, delivers a minimum of 
500 flashes without requiring compensating 
changes in f/ stops. The Strobonar V has a 
shoulder weight of 31/2 pounds and the bat- 
tery weighs only 11/2 pounds. 
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By Charles V. Morris 


Altogether too much paper is 
bought by “number’—a_ holdover 
practice from NRA days. Too many 
admen still specify “equivalent to 
such-and-such grade” when select- 
ing paper. 

There are few winners in the num- 
bers game—policy slip or paper. 
Why? Because no two papers in any 
given classification can possibly be 
identical on every count, or for that 
matter, on most counts. Paper manu- 
facturing techniques, craftsmanship, 
qualities of materials and methods, 
characteristics of paper-making ma- 
chinery, can’t possibly be identical 
in all parts of the country at all 
times. 

Papers worth their salt 
definite points of difference. Smart 
paper merchandisers trade on these 
points of difference. Seasoned print- 
ing and paper buyers among adver- 
tisers capitalize on these points of 
difference. Points of difference are 
special brightness factors, 
bulk factors, proven 
factors and so on. 


possess 


special 
performance 


> Isn’t it just as good business for 
paper users to exploit points of dif- 
ference as it is for makers of all sorts 
of other products to cash-in on their 
superiorities and exclusive features? 

See how Buick sells the benefits of 
Twin Dynaflow Drive to the motor- 
ing public. Twin Dynaflow Drive is 
Buick’s point of difference in auto- 
matic shifts. Other cars have Hydra- 
matic drive, Ultramatic drive, Fluid 
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drive—this-o-matie drive and that- 
o-matic drive—but only Buick has 
Dynaflow Drive. They never stop 
telling people about it. 

Philco Television claims its 
“electronic built-in aerial” is un- 
matched. There are other built-in 
aerials available, but nothing as ef- 
fective as “the original Philco elec- 
tronic built-in aerial.” 

Hundreds of other advertisers 
spend millions of dollars to exploit 
the points of difference of their prod- 
ucts. 


> To repeat for a minute, almost 
every paper successful in winning 
the acceptance of the paper-using 
and paper-buying trade, has one or 
more superiority features that mak- 
ers talk about. Each feature can be 
made to work to your advantage. 

That’s why it pays to know the 
about the papers you use; 
that’s why it pays to recognize the 
points of difference of the papers 
you regularly use. That’s why it will 
pay you to study each of the follow- 
ing case histories for the object les- 
son each drives home. 


facts 


Case #1 


An inquiry for 10,000 pounds of 
70-pound offset paper underscored 
“equivalent to such-and-such offset 
paper.” Quoting, paper merchants 
recommended grades they carried in 
the so-called “No. 2” classification. 
Prices for the most part were iden- 
tical. But .. . the paper selected sub- 
sequently proved unsatisfactory for 
the purpose. 










Why? Because it lacked thé’, 
ciple quality the printed job needed. 

It was a broadside that folded- 
down to 6” x 9” from a 19” x 24” 
spread. The paper, by nature hard, 
was unusually stiff. Never a ques- 
tion about its pressworthiness. The 
paper breezed through the presses. 
Colors sparkled. Halftones shone on 
the lovely surface. The press sheet 
was a delight for all to behold. But, 
oh—what happened in the bindery! 

All sorts of folding grief, and 
cracking. The result? A re-run was 
necessary. The second time ‘round, 
greater consideration was given the 
strength factor. Best possible folding 
qualities were demanded. Another 
mill’s paper, more supple and better 
suited to withstand severe folding 
requirements, lithographed satisfac- 
torily and drew a round of applause 
from the binder. 

Was the second offset paper among 
those originally recommended for 
the job? 

It was. But, ironically, it wasn’t 
considered “stiff enough”. 


It pays to know the special ad- 
vantages of each offset paper. 
No two identical. 
They differ widely in whiteness, 
in brightness, in opacity, in 
bulk, in folding qualities, in 
smoothness-of-surface, just to 
list a few check points. 


grades are 


Case +2 


An inquiry for 36,000 pounds of 
80-pound coated book paper called 
for “No. 2 coated, equivalent to the 
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LEADING MERCHANTS SELL 


VELVA-GLO* 


CANADA 
Vancouver Coast Paper Company 

J. G. Fraser, Ltd. 

George C. Henderson Company 

Clark Bros. & Co., Ltd. 

Kruger Paper Company, Ltd. 

Kruger Paper Company, Ltd. 


Winnipeg 
Montreal 
Quebec 
HAWAII 
Honolulu 


WASHINGTON 


Bader's Display House 
Zellerbach Paper Company 
Carpenter Paper Company 
Dixon & Company 
Zellerbach Paper Company 
Carpenter Paper Company 
SOUTH DAKOTA John Leslie Paper Company 
RHODE ISLAND 
Providence Henry Lindenmeyr & Sons 
Storrs & Bement Company 
PENNSYLVANIA 
Philadelphia W. B. Killhour & Sons 
Joseph E. Podgor Company 
Cappy & Compony 
Zellerbach Paper Company 


Carpenter Paper Company 


Pittsburgh 
OREGON 


Cincinnati Whitaker Paper Company 

Jay Products Company 
Cincinnati Cordage & Paper Co. 
Bert L. Daily, Inc. 

Alling and Cory Company 


John Leslie Paper Company 


Dayton 
Cleveland 
NORTH DAKOTA 
NORTH CAROLINA 
Charlotte 
Raleigh 
NEW YORK 
New York City 


Charlotte Paper Company 
Raleigh Paper Company 


Eagle Supply Company 
Henry Lindenmeyr & Sons 
NEW MEXICO Carpenter Paper Company 
NEW JERSEY 
Newark J. B. Card and Paper Company 
Charles Jessup Company 
Henry Lindenmeyr & Sons 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Carpenter Paper Company 
John Leslie Paper Company 


NEVADA 


NEBRASKA 
MONTANA 


MISSOURI 
Kansas City Bermingham & Prosser Company 

Carpenter Paper Company 

Bermingham & Prosser Company 

Tobey Fine Papers, Inc. 

Carpenter Paper Company 

John Leslie Paper Company 


St. Louis 
MINNESOTA 


MICHIGAN 


Detroit Butler Paper Company 


LaSalle Sign & Artist Supply Co. 


Lewis Artist Supply 
Flint Paint & Varnish Company 
Quimby-Walstrom Paper Co 


Flint 

Grand Rapids 
MASSACHUSETTS 

Boston Henry Lindenmeyr & Sons 
Storrs & Bement Company 
Paper House of New England 
Storrs & Bement Company 


Carpenter Paper Company 


Springfield 

Worcester 
IOWA 
INDIANA 

Indianapolis Century Paper Company 


C. P. Lesh Paper Company 
ILLINOIS 
Chicago Chicago Paper Company 
Swigart Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


Macon Paper Company 
Savannah Atlantic Paper Company 
FLORIDA 
Jacksonville 
Miami 
Orlando 


Jacksonville Paper Company 
Everglade Paper Company 
Central Paper Company 

Tallahassee Capital Paper Company 

Tampa Tampa Paper Company 
WASHINGTON, D.C. R. P. Andrews Paper Company 
CONNECTICUT 

Hartford Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Henry Lindenmeyr & Sons 
Rourke-Eno Paper Company 
Storrs & Bement Company 
Carpenter Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 
Carpenter Paper Company 
Zellerbach Paper Company 


New Haven 
COLORADO 
CALIFORNIA 
ARIZONA 


ALABAMA 


Mobile Partin Paper Company 


RADIANT COLOR CO. 


Dept.R7, 830 Isabella St. * Oakland 7, Calif. 


Manufacturers of VELVA-GLO Fluorescent Pa- 
pers * Cardboards + Signcloth * Brushing 
and Spraying Colors « Silk Screen Colors 


* Trademark reg. 


| 
| 
} 


| 
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| thus-and-so brand.” Well-known 
| grade names—recognized _ trade- 
| wide as standard mill brand papers 
—were submitted by most of the 
merchants pursuing the inquiry. 
| Prices were almost identical. But, 
when the buyer narrowed the rec- 
ommendations to four papers, two 
private brands—‘No. 2 Enamel 
| Book,” they were labeled—were in 
| the running for the order because 
| of their low price. 
| The written inquiry mentioned 
nothing at all about the end-use of 
the paper. Never a word that the 
design of the booklet called for pre- 
dominantly full-page, high-fidelity, 
black and white halftone reproduc- 
tions. Never a word that original 
photographs had cost a young for- 
tune to take and retouch. Not a 
word about the staggering sum that 
would be spent for photoengravings. 

Price minded, the paper buyer 
chose one of the two private brands. 

The price differential was sub- 
stantial. Substantial enough to be 
considered thoughtfully. The differ- 
ence between the unbranded grade 
and the standard brands was $2.05 a 
hundredweight. 

The catastrophe that followed de- 
livery of the paper brought on sleep- 
less nights. Lacking lustre, lacking 
brightness, the paper didn’t repre- 
sent a fitting setting for the photo- 
graphic jewels in letterpress half- 
tone form. The printer summoned 
all the craftsmanship at his com- 
mand to improve the quality of re- 
production. The ink manufacturer 
couldn’t have been more coopera- 
tive. Nor could the photoengraver, 
whose handiwork cried out for lov- 
ing care. 

But all to no avail. 

The paper buyer learned a bitter 
lesson. 

The book has been reprinted since 

on one of the two standard 
brands submitted originally. 


MIt pays to be a student of 
coated book papers. No two 
grades—regardless of price— 
are identical. They differ 
widely in whiteness, in 
brightness, in opacity, in bulk, 
in ink receptivity, in uniform- 
ity of surface. Some are rec- 
ommended for folding. Others 
are not. Cataloging each 
brand name according to its 
advantages is just good buy- 
ing procedure. 


Case #3 


This is a short, but very sad story. 
When he ordered 5,000 pounds of 
80-pound coated cover paper, the 
printer knew what he wanted; knew 


the grade he needed; the mill brand 
he preferred. 

He’d used the paper before. Also 
its companion book paper. 

His pressmen liked to print on the 
paper. They knew how to print it 
“effectively.” 

When this lovely, four-color proc- 
ess cover was completed, everyone 
was pleased. The cover was a work 
of art. Any printer would have been 
proud to call it his own handiwork. 

But, alas and alack, came time for 
varnishing . and grief heaped 
high. The surface absorbed varnish 
almost as blotting consumes water. 

To save the day and the $-invest- 
ment, the cover was laminated with 
an acetate coating. A costly “save.” 
All because the printer assumed the 
coated cover paper he purchased 
was suitable for varnishing. It wasn’t. 
The manufacturer made no 
claim. 


such 


MIt pays to catalog the advan- 
tages of the coated cover pa- 
pers you use. They differ 
widely in whiteness, in bright- 
ness, in finish, in bulk, in 
weight, in folding qualities. 
Some are suited for lithogra- 
phy. Some are not. Some may 
be varnished _ satisfactorily. 
Others may not. Be sure to se- 
lect the grade best suited for 
your purpose. 


Case +4 


How 
be? 

“Equivalent to XYZ mimeo,” the 
inquiry stated, and it identified one 
of the best known names among 
business papers. But the large cor- 
poration’s buyer accepted a mimeo- 
graph paper with basic characteris- 
tics that differed in every respect 
from the yardstick. While the speci- 
fied grade represented mimeo bond 
in every respect—smooth, even sur- 
faced, firm textured—the accepted 
“equivalent” was soft, highly bulky 
with uneven surface. 

Prices were “equivalent.” They 
were exact to the penny of the 
quotations. 

But there “equivalence” stopped. 

The machine operators weren’t 
happy with the change of papers. 
The new paper didn’t run “as 
smoothly,” they said. Waste piled 
high. Impressions weren’t as “clean 
and neat” as they had been on XYZ 
mimeo. 

The buyer qualifying his purchase 
said the paper “feels like more for 
the money.” 

By scale weight, though, XYZ 
mimeo is a uniformly generous 20- 
pound paper. The “equivalent” pa- 


equivalent can equivalent 


’ 
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Ss 


“much impressed” 
“quite intrigued” 
“delighted” 


“extremely enthusiastic 


That’s what they’re saying about the in- 
quiries they are getting from Advertising 
Requirements. Says another, “I am an- 
alyzing the inquiries myself — they are 
really top-notch.” Which is as it should 
be, because AR covers all the top-notch 
production, promotion, and merchandis- 
ing men in the business. If you want to be 
impressed, delighted, or otherwise pleas- 
antly affected, start advertising in AR just 
as fast as you can! 
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Advertising 


Requirements 
200 E. Illinois St., Chicago 11 


per varies from 19 to 21-pound by 
actual test. 


MIt pays to know the advan- 
tages of mimeograph papers. 
They differ widely in white- 
ness, in surface, in texture, in 
ink receptivity, in bulk, in 
sizing. 


Case #5 


This paper buyer assumed 40- 
pound groundwood English finish 
book paper made by one mill would 
be exactly the same as the paper 
made by another. 

He had been perfectly satisfied 
with the production qualities of his 
paper then running on a high-speed 
publication press. Yet, he switched 
to the competitive brand—same 
quality, he believed—at slight sav- 
ing. 

Came the delivery and the dis- 
pleasure of the pressman, the press- 
room superintendent and the boss- 
man. 

The paper was “too soft,” they 
claimed. “Too limp; no body.” They 
went on, “No uniformity; reproduc- 
tion varies page to page.” Even 
black gothic headlines paled to gray 
on some copies. 

As a matter of record, the original 
paper, satisfactory as it was, would 
win no A-plus for uniformity. The 
customer ordered 25” x 38” 40- 
pound paper, but a laboratory test 
revealed that many rolls delivered 
heavier paper; actually as high as 
42-pound. The finish, though, was 
uniformly e.f. and showed a fairly 
consistent .003 caliper reading. 

The replacement paper, on the 
other hand, varied from 25” x 38” 
41-pound to 44-pound. Caliper read- 
ings jumped around, varying from 
.003 to .004. And the surface was 
nearer machine finish than English 
finish. As the weight increased, the 
finish neared an antique surface. 

Reasons enough why press per- 
formance and printed results were 
unsatisfactory. Result—the original 
supplier regained the business. 


MIt pays to clarify all specifi- 
cations when buying ground- 
wood papers. Minimum and 
maximum weights acceptable, 
desired bulk and finish, pages- 
per-inch when that factor is 
important. 


Case #6 


This paper buyer assumed that all 
identically-priced eggshell book pa- 
pers should be identical characteris- 
tic-for-characteristic. 

Inquiring for prices on substantial 
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tonnage, the buyer gave prospective 
suppliers a list of antique book pa- 
pers, any one of which would be 
acceptable. 

He favored a standard grade of 
unusual pound-for-pound bulk. But, 
as events turned out, the press- 
sheet size didn’t fit the manufactur- 
er’s equipment. In the idiom of the 
trade, “it didn’t trim.” To obtain the 
identical bulk and the identical fin- 
ish, the buyer had to accept a sub- 
stitute paper 10° heavier in weight 
with the consequent increase in 
over-all tonnage and over-all price. 


M It pays to catalog eggshell pa- 
pers by characteristics; by 
whiteness, by brightness, by 
bulk, by opacity, by finish. It 
even pays well to identify 
manufacturers of eggshell pa- 
pers by machine widths and 
their bulk limitations. Some 
mills manufacture character- 
istically bulky papers. Others 
cannot. 


Case +7 


This buyer assumed that all iden- 
tically-priced English finish book 
papers were equally opaque. 

Pressed for quick delivery, the 
buyer didn’t hesitate a minute to 
order additional paper from a sec- 
ond mill for a book already on the 
press. 

As fate was bound to have it, the 
new forms the publisher was adding 
contained a great many halftone 
illustrations; big, black halftones. 
The original English finish paper 
printed the halftones with a surpris- 
ing minimum of show-through. “Ex- 
cellent,” the publisher exclaimed. 

But he wasn’t as pleased when the 
new forms were printing. 

Ponderously black as the halftones 
were, type-matter on the reverse 
side of the paper was scarcely read- 
able. Production was halted. The 
publication date was delayed while 
new paper was ordered from the 
original supplier. 


M It pays to know which English 
finish book papers are charac- 
teristically superior in opac- 
ity; which are more bulky; 
which favor m.f. finish; which 
favor velvety-smooth e.f. sur- 
face. It pays, too, to know 
which mills can provide ex- 
tra-high finishes without up- 
charge for supercalendering. 


> This story of the “number game” 
can be swiftly summed-up. Let the 
job—not the number—determine the 
paper. You're playing safe when you 
do. No two papers are alike. 44 
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St. Regis Folder Shows 
Versatility of Enamel 


To demonstrate the versatility of 
reproduction possible using its Cellu- 
gloss Enamel paper, St. Regis Paper 
Co. ran a folder through the presses 
12 times. A variety of four-color 
artwork, lettering, etc., was printed 
on the same sheet of stock to prove 
that Cellugloss Enamel was “equally 
suitable for letterpress or offset lith- 
ography.” 

Four of the 12 impressions in the 
folder were process colors in letter- 
press—four were process colors in 
lithography. Two were additional 
letterpress impressions, one in gold 
and one a varnish. Another two were 
additional offset impressions, one in 
arbitrary gray and one in arbitrary 
blue. Reverse type printed on an 
explanatory page was lithographed. 

The artwork reproduced included 
several four-color photos of fine art 
from the Metropolitan Museum of 
Art. The folder plus an explanatory 
sheet and a sample book showing 
different weights of Cellugloss En- 
amel, are enclosed in a handy card- 
board portfolio. 


New Paper Sample Books 
Produced By Wausau Co. 


Sample books showing a new line 


of impression papers have been 
completed by Wausau Paper Mills 
Co. (Wausau, Wis.) to introduce the 
line. Samples of each of the six new 
papers have been bound into indi- 
vidual books. 

Each book contains samples of the 
various weights of the six papers 
and shows the full line of available 
colors for each paper. The books are 
compact in size—3” x 512”—con- 
venient for use as enclosures with 


correspondence, invoices and state- 
ments. 

The new impression papers are 
designed to meet a variety of office 
needs such as stencil work, litho- 
graph, spirit or gelatin process du- 
plicating. Each of the Wausau im- 
pression papers is cut at the mill 
and available in convenient package 
sizes—812” x 11” and 812” x 14”. The 
papers come packaged by the ream. 

The sample books show three 
weights and six colors plus white of 
each paper in the line. 


For your copy circle No. 715 on the 
Reader's Service Card inside back cover 


Sampler Shows How 
Rag Paper Is Made 


The story of paper making is out- 
lined in text and line drawings, 
showing the steps from rags to 
packaged reams, in Neenah Paper 
Co.’s (Neenah, Wis.) new Sampler. 


The Sampler also contains 170 
samples of rag content papers plus 
suggestions of correct business uses 
for each. The 84” x54” book is 
1,” thick. 

The simplified review of paper 
making operations shows how paper 
is controlled and some of the factors 
that influence the quality. 

The main section of the Sampler 
contains the samples, which are di- 
vided into types of paper—bond, 
opaque, script, laid, onionskin, index 
and ledger. These are then sub- 
divided according to the percentage 
of cotton fibers each contains. A 
color key identifies each sample so 
that anyone can easily find a par- 
ticular paper. 


> The first page of each section lists 
essential facts on the type of paper 
and its recommended business uses, 
including where and when the paper 
should not be used. 

Neenah named its book the 
“Sampler” because the word was 
once associated with examples of 
fine needlework on cotton and linen 
and the sampler contains examples 
of papers with cotton and linen rag 
content. 





LABELING & PACKAGING 


Uneonscious Emotions 


Affect Impulse Buying 


The use of “basic” in connection with emotion is 
probably more basic than common use implies. The 
emotion may be “based” some thousands of years back. 
Emotions and the reactions to them are weighted by an 
inheritance which goes back through the ages to our 
most primitive ancestors. Your pet dog turns around 
several times before bedding down. He no longer has to. 
The necessity for this precaution has ceased to exist. 
The fear complex remains. His ancestors pointed up 
wind to sense danger. Whether you realize it or not, 
many of your own daily activities are “basically” con- 
trolled by prehistoric emotion. 

The chances are the desk in your private office is 
placed so that your back is to the light. This gives you 
a psychological advantage. It also allows you to face 
the entrance so that you can be forewarned of all ap- 
proaching. In your home the most worn pieces of 


Illustration 1 Illustration 2 


The plane with its straight line of 
horizon meant to our ancestors safety 
from concealment of enemies, but 
likewise, afforded a lack of conceal- 
ment for himself. It separated sky 
and earth. We use it in modern de- 
sign to segregate units. In itself, the is sometimes 
line is uninteresting because it leads 
nowhere unless it can be used as a 
boundary or confine a point of inter- 
est. Because it does represent the 
horizon, it needs a focal interest like 
the sun or the moon, to give it char- 
acter. 


automatically 


40 


Let us give some action to the 
straight line by merely tilting it. Be- 
cause your horizon 
you may be slightly annoyed, or, 


straighten it out. For this reason it 
useful in attention 
value. It can create an impression 
of action, but not by itself. 


by Lea & Tek Osborn 


furniture are probably those so placed as to allow the 
occupants to face the doorway through which they 
entered. 

The fireplace is always a focus of attention. Fire was 
possibly the first, and one of the greatest, steps toward 
civilization. It warmed, cooked food, broke the black- 
ness of night, kept away wild animals, and preserved 
human life. To prehistoric man, it was invaluable—to us, 
it is useful in many forms. It is doubtful that you can 
face the inspiring comfort of the fireplace with emotions 
purely of this generation. 

The accompanying illustrations have been prepared to 
show such “basic” reaction to simple line and the 
change in reaction afforded by the addition of a single 
spot of color. These principles are particularly important 
in package design today since a large share of sales are 
the result of impulse buying. 


Illustration 3 


We'll turn the illustration verti- 
cally and break the straight line with 
angles. The eye is forced to travel 
approximately twice the distance in 
the same time thereby increasing the 
rapidity of the action. The direction 
is down. It comes from the sky, 
which is mysterious, unknown, and 
associated with a supreme being. It 
might suggest to you lightning, or 
destruction from the heavens. It is 
arresting, and carries a fear quality 
that is useful for some types of copy. 


is off-balance 


your head to 
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Illustration 4 


Take the jagged lines and move 
them horizontally. It now becomes 
associated with the good solid earth 
under our feet. The primitive in- 
stinct that a jagged rock might con- 
ceal an enemy, or might afford pro- 
tection, is present. We lose the fear 
reaction of the perpendicular, but 
develop mystery. What is beyond? 
It arouses our curiosity in even a 
simple line on paper. 


Now let us see what changes in emotion can be accom- 
plished by application to the original illustrations of a 
single, brilliant spot of color. In the illustration of the 
horizontal line, different effects can be achieved by 
moving the spot. The mind is at rest with the open 
space limited by the horizontal line. Placed just above 
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Illustration 5 


Let us give further action to our 
straight line but, instead of jagging 
it, let’s curve it. The line is soft. It 
is horizontal—reminiscent of rolling 
hills or subdued mountains, soft 
clouds. It does not have the eruptive 
quality of illustration 4. It begins to 
be rather comforting and adaptable 
to unessential luxuries. 


Illustration 7 


Illustration 6 


In this illustration, reactions will 
quite probably vary. You may find 
that you associate this form with one 
of your earliest recollections. It 
might be the soft curve of your 
mother’s arm. It might be the vortex 
of a whirlpool. It might be the black- 
ness of a tornado, or even a snake 
about to coil. It is curious that this 
form of line, which has such varied 
reactions, also, in reverse, is our ac- 
cepted question mark. 


We now come to the completed curve of the straight line, or, in other words, 
a circle. It is soft and comforting—the sun and moon have always been a 
comfort to man. Because we are accustomed to finding this form in the sky 
without competing luminaries, we find that where surrounding space permits, 
it is the strongest focusing unit we can use in illustration. It carries no 
unpleasant emotions to detract from the focal point. 


the line, it is a friendly spot, beckoning on beyond the 
horizon. Move the spot to the right corner. Untroubled 
by other action of the line, the spot leads attention off the 
picture. Moved to the other side, action is immediately 
moved into the picture. The eye reads from left to right. 





The horizon is tilted. You are gazing at an unnatural is not satisfied. At either extremity, there is strong 
phenomenon. There is no invitation to go beyond. Your directional value but you will note that the spot does 
eye insists that the spot go one way or the other, but not lead into, or from, the illustration. You see, line has 
until it has reached either extremity of the line, the eye been moved into action but the spot is static. 


Here the action of the line itself 
has absorbed the brilliant spot of 
color. By reversing the line—white 
against black, the action is self- 
contained, forcing the eye to follow 
with greater rapidity, thereby ap- 
proximately doubling the speed of 


the line. 


The horizontal application of the 
line creating the impression of a 
natural phenomenon, is enhanced by 
the color spot placed between the 
peaks. In this position, it serves to 
break the action of the line and 
offers the invitation to go beyond. 
The black still maintains the feeling 
of mystery, with modified fear com- 
plex. The color spot, however, placed 
at the point of any peak does not 
offer the same invitation and, in 
these positions, the action of the line 
is too strong to be broken by the 
spot. 


Placed in any position with the 
soft rolling line, the color spot adds 
nothing of intensity ur directional 
value. It does add warmth and con- 
ceivably, when used in repetition, 
might be of value in the dissemina- 
tion of a feminine pattern—possibly 
eyelet embroidery. 
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Recall the original illustration and the suggestion that 
your emotional reactions were varied. Place the color 
spot in most any position and whatever your original 
reaction may have been, it is almost certain that it is 
now completely changed. Place it within the confluence 


line actually smiles. In this connection, you will note 
that the black definitely contains and intensifies the 
impression. Place the spot below the outer extent of the 
curve. In this position, it intensifies the impression of a 
question mark, if you can visualize the line flipped over 


of the curve and you have a caricature of nature. The from right to left. 


Finally, we again have the com- 
pleted curve of the straight line. The 
impression of friendliness of the sun 
or moon persists, but is shifted to the 
color spot much as the outer rim of 
our universe contains our sun. The 
color spot adds warmth, but has little 
directional value in any position. 
Placed in the center, however, it 
does lift the action outward and 
gives a definite convex contour to 
the line. Change the red spot to black. 
The action reverses itself and the 
contour of the line becomes concave. 


The studio has recently completed for John Sexton they were photographed directly from the can with no 
& Co. a new line of labels under “Sexton Quality” for further embellishment. 
use in the exclusive retail trade. Let us see how some These _ illustrations 
of the principles have been invoked in the evolution of 
this design. 


are not presented as _ scientific 
formulae, nor as the panacea to solve all packaging ills. 
The principles affirmed do exist. But, like the theorems 
of geometry, each principle is basic only and must be 
tempered and turned to adapt itself to the problem at 
hand. 


Inasmuch as no finer advertisement could be obtained 
of the Sexton merchandise than the products themselves, 
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Romantic Flavor . . . These newly de- 
signed labels for Ryebrook, a Maryland 
straight rye whisky, impart an aura of ro- 
mance and adventure. Drawings of two 
early sailing vessels and use of the diamond 
pattern, borrowed from Lord Baltimore's 
coat of arms, establish a romantic flavor. 
Brilliant colors—orange, green and black— 
make the bottles stand out on liquor store 
shelves. 


Ryebrook Labels Exude 
Historical Atmosphere 


A liquor bottle label as romantic 
and colorful as a Frank Yerby novel 
is helping Cockeysville Distilling Co., 
(Cockeysville, Md.), subsidiary of 
G. F. Heublin & Bros., to up new 
sales records for its Maryland 
straight rye whisky, Ryebrook. 

Before designing the new label 
for Ryebrook, Koodin & Lapow, 
New York package designers, stud- 
ied the market. They discovered a 
monotonous similarity in virtually 
all liquor labels. Many also lacked 
strong identification from the shelf 
level. The designers decided to use 
vivid colors and a strong pattern to 
set Ryebrook apart from its shelf 
mates. A modicum of romantic ap- 
peal, borrowed from Maryland his- 
tory, was tossed in for good measure. 


> Two diamonds were utilized to 
form the basic label design—a motif 
suggested by the coat of arms of Lord 
Baltimore, founding father of Mary- 
land. Within the upper diamond ap- 
pear pictures of the Ark and the 
Dove, two ancient sailing ships which 
brought the first settlers to Maryland. 
“Ryebrook” is printed in white at 
the juncture of the two deep green 
diamonds. The black background 
surrounding the diamonds further 
accentuates the lettering. Above the 
upper diamond, the slogan “A finer, 
richer whiskey, genuinely mild, 
smooth and mellow,” is printed in 
orange. 

The new label provides Ryebrook 
with a symbol that not only stands 
out on the dealer’s shelf but with an 
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effective tie-in vehicle for promo- 
tions and consumer advertising. The 
label also links the product to the 
history of rye whisky distilling and 
of the State of Maryland. 

First tested in Baltimore, the label 
received an enthusiastic reception. 
It now appears on all sizes of Rye- 
brook bottles. 44 


New King Kone Package 


Helps Sales Quintuple 


Cellu-Masters (New York) re- 
designed King Kone Corp’s (New 
York) popcorn package by empha- 
sizing the brand name and adding 
more color so that it popped out 
from the background of other pack- 
ages on store shelves. Results: Sales 
quintupled in one year. 

For five years, King Kone mar- 
keted its four-ounce package of pop- 
corn in a cellophane bag printed in 
red, green and yellow featuring ears 
of corn in the design. The price was 
on the bag front and the popcorn 
visible through the cellophane. But 
it was not getting strong enough 
display on store shelves and thus 
came the decision for a new design. 

The old colors were replaced with 
a combination of red, blue, white 
and yellow. More of the package sur- 
face was used for display copy, play- 
ing up the trade name King Korn 
Popcorn and the word “seasoned”. 
Much greater emphasis was put on 
the price. A label effect was created 
at the bottom of the bag with the 
copy “Family size” and huge numer- 
als, “19¢.” 

In the crown design at the top 
were suggestions like “TV Tonight? 
Enjoy it with .. .” or “Youngsters 
Love it. Treat ’em!”. 

Sales have steadily increased since 
the introduction of the new package. 
Oscar Coe, merchandising director, 
reports that probably no other factor 
can account for the sales increase ex- 
cept the new package. 44 


New Folder Discusses 
Packaging Materials 


The Monsanto Chemical Com- 
pany’s Plastics Division (Springfield, 
Mass.) has introduced a new publi- 
cation called Plastics Packager to 
some 25,000 users of packages, pre- 
miums and displays. This four-page, 
illustrated folder, is devoted pri- 
marily to new and interesting appli- 
cations of the Plastics Division’s 
packaging materials: Lustrex sty- 
rene molding compounds, Vuepak 
cellulose acetate sheets, Ultron vinyl 
chloride film and Resinox phenolic 
molding compounds. The Plastics 


Packager, which will be issued pe- 
riodically and sent free on request, 
will include applications of plastics 
to the premium and display fields. 


For your copy circle No. 709 on the 
Reader's Service Card inside back cover 


Goodyear Explains Uses 
For New Packaging Film 


Who makes it, what is it and can I 
use it are three of 45 questions an- 
swered in Plain Facts About Pliofilm, 
a booklet distributed by Goodyear 
Rubber Co. (Akron) describing its 
transparent packaging film. 

The book has two-color covers and 
uses cartoon-type illustrations. The 
differences between Pliofilm and 
other transparent packaging ma- 
terials, sealing methods, a chart of 
different gauges or weights of Plio- 
film, how it is sold—rolls or cut-size 
sheets—is part of the information 
contained in the booklet. 

A description of Goodyear’s pack- 
aging service and a list of packaging 
machines and suppliers is included in 
the back of the booklet. 


For your copy circle No. 710 on the 
Reader's Service Card inside back cover 


American Can Presents 


Color Motion Picture 


American Can Co. (New York) 
has released a 41-minute color mo- 
tion picture on packaging. The 
movie traces the development of the 
canning industry and is available 
for showing to business and other 
groups. Entitled “The Miracle of the 
Can” the 16 mm film tells the story 
of the contribution made by the can- 
making and can-using industries to 
the American way of life. 


Snow-Scene Cover .. . A pictorial cover 
lithographed in full color was created for 
the new metal container for Mrs. Cotton's 
Fruit Cake, produced by Cotton Brothers 
Baking Co. (Alexandria, La.). To get greater 
visual impact and interest, the design was 
extended down the side of the cover lid 
until it disappears under the roll edge. The 
new container was designed and supplied 
by Pletcher & Pollack (New York). 
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Color harmony .. . Pemco Corp. (Balti- 
more) has provided the home decorator who 
doesn't have an eye for color with a handy 
guide. By arranging nine jars of popular 
hues in a box so that any two adjoining 
colors harmonize, the home painter is as- 
sured of the colors “going together.’ The 
corrugated box, a self-selling unit with brand 
name, suggestions for use and directions, 
was designed by Hinde & Dauch Paper Co. 
(Sandusky, O.). 


Visking Prints Folder 
On Polyethylene Film 


The important characteristics and 
most popular uses for VisQueen 
polyethylene film, produced by the 
Preston Division of Visking Corp. 
(Terre Haute), are contained in a 
booklet published by the company. 
A dozen advantages of the packag- 
ing film are listed: flexible at low 
temperatures, economical, non-ad- 
hesive, heat sealable, sewable, print- 
able, waterproof, chemically inert, 
non-toxic, variety of colors, variety 
of thicknesses and it is tasteless and 
odorless. 

The booklet includes a number of 
illustrations and list of products be- 
ing packaged in VisQueen film. The 
standard forms in which the film is 
available are given in the booklet. 


For your copy circle No. 711 on the 
Reader's Service Card inside back cover 


Better Use of Color 
On Boxes Discussed 


Color can lift a product from the 
doldrums, say Hinde & Dauch Paper 
Co. (Sandusky, O.) designers in a 
booklet, How To Use Color on Cor- 
rugated Boxes. The role of color in 
packaging with corrugated con- 
tainers, effective combinations, legi- 
bility, and suitability to the product 
are problems discussed in the book- 
let. 

Five fundamentals of the function 
of color in packaging are listed: 
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Does the color of your package at- 
tract attention? Does it create inter- 


est? Does it instill desire? Does it. 


establish conviction? Does it produce 
action? 

Ten examples of Hinde & Dauch 
color applications are illustrated in 
full color in the booklet. 


For your copy circle No. 712 on the 
Reader's Service Card inside back cover 


Reynolds Releases New 
Color Packaging Film 


Reynolds Metals Co. (Louisville) 
has released a new 16mm sound mo- 
tion picture, “Packaging Payoff,” 
dramatizing the manufacture and 
application of aluminum foil labels 
and wraps. 

The movie reviews in color the 
components of good packages—pro- 
tection, eye appeal, convenience and 
economy. Various uses of foil such 
as beer labels and packages for high- 
ly perishable foods are illustrated. 

Actual packaging in plants that 





With Tape 
The MARK’ANDY Way! 


Quick and Easy to Use Pressure 
Sensitive Tape Printed with 
Your Exclusive Sales Message. 
Inexpensive Sales Producing 
MARK'ANDY TAPES stick on 
glass, cartons, metal containers 
and wood. 


produce a variety of products using 
foil wraps is shown. The 26-minute, 
color-sound film is available for free 
showings to interested persons from 
the Motion Picture Department, 
Reynolds Metals Co., 2500 S. Third 
St., Louisville. 


p> Let MARK’ANDY Mer- 
chandising Department 
show you how to "Keep 
‘Em Buying" with colorful, 
MARK’ANDY Tape. There 
is no obligation. 


MARK’ANDY, INC. 


200 W. Grand Ave. Dept. AR St. Louis 22, Mo 
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... the tough ones are our specialty 


... where other types of labels are found 
“wanting”...or when you need to 
substitute an attractive pressure-sensitive 
label for a costly nameplate... 

Avery Kum-Kleen labels 

are the best solution 

to your problem! 


...and so are the other kind.. 


... where you want faster labeling... 
improved appearance...labels that won’t 
pop, curl or peel...or those the housewife can 
remove without soaking or scraping...there’s 
no substitute for an Avery Kum-Kleen label! 


faster « easier « more economical 


Patented Avery dispensers...manual or electric... 
feed die-cut pressure-sensitive labels off roller tape, 
ready to be LAID ON any clean, smooth surface. 
No moistening...no sticky fingers. 

Where can YOU use these labels in YOUR business? 
Write today for free samples, case histories and prices. 


AVERY ADHESIVE LABEL CORP., DIV. 113 

117 Liberty Street, New York 6 © 608 South Dearbom Street, Chicago 5 

1616 So. California Ave., Monrovia, Cal. ¢ Offices in Other Principal Cities 
Originators of Pressure-Sensitive Labels 





SEND TODAY FOR YOUR FREE COPY 


NEW MAILING LIST KIT 


makes it easy to find your prospects 
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It is no longer necessary to check thru thou- ee 
sands of mailing list classifications to find your WHOLESALE eae 
logical prospects. This new Buckley-Dement : 
Mailing List Kit makes it easy for you to assure 
complete coverage with your direct mail or 
sampling programs...tells how to eliminate the 
cost of mailing to dead names...how to know 
in advance the count on any specified list. 
For those who wish local or territorial cus- 
tom-built mailing lists this kit contains a city- 


state map on which to spot the selected areas. 
Also included is a list of cities of 25,000 popu- AND MANY OTHERS 
lation or more to help you pin-point your efforts 


on communities of any selected size. 

Special State Record Sheets are supplied to 
uly the compilation and muna lists TOT acihS COUPON sO N FOR AOL FREE KIT 
by states. And for those who want to turn over Seeeeeeese=a 
a mailing list problem to B-D’s mailing list 
experts, the kit has a brief Information Form 
to speed up your work and to assure mutual 
understanding. 

If you use mailing lists in any way you will 
find a copy of this new B-D kit extremely help- 
ful. Mail the coupon now for your free copy. 
No obligation. 


BUCKLEY-DEMENT 
Advertising Corp. 


555 W. Jackson Blvd., Chicago 6, Illinois 


Clip this coupon to your letterhead 


Learn how simple it is to compile accurate custom-built mailing 
lists...by city, state, territory or nationally. 


Buckley-Dement Advertising Corp. 
555 W. Jackson Blvd., Chicago 6, Illinois 


Na ne Tile eR 
I i i 
ADDRESS 


CITY ... ee STATE 
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direct mail campaign 


By George H. Fitch 
Director of Advertising 
& Sales Promotion 
Devoe & Raynolds Company, Inc. 
New York 


For the second consecutive year, 
Devoe & Raynolds (New York) is 
making use of direct mail as part of 
its over-all advertising program. 

Today’s changing paint market 
brings the dealer face to face with 
the particular need to contact as 
many homeowners who are within 
convenient shopping radius of his 
store, as is possible. It has been de- 
termined that approximately two- 
thirds of the home painting done to- 
day is done by the homeowner (com- 
pared to one-third a decade ago). A 
majority of this large group are liv- 
ing near new shopping centers in 
new residential developments, and 
have no fixed buying habits. Devoe’s 
direct mail program for the dealer is 
aimed at this group. It is designed to 
establish the dealer’s store as the 


July, 1953 





Direct Mail Helps 
Local Paint Dealers 


Devoe & Raynolds offers 


dealers a self-liquidating 





color center and paint headquarters 
in the community. 

Having created an appetite for De- 
voe products through national maga- 
zine advertising; having provided 
dealers with aids such as TV and 
radio spots, newspaper mats, point of 
purchase displays, etc. for advertis- 
ing at the local level; Devoe is pro- 
ceeding to help the dealer by direct 
mail to reach an even more selective 
group—the dealer’s customers and 
prospective customers in his own 
trading area. By the direct mail 
method, colorful paint promotion is 
actually deposited right inside these 
important homes. 


> The direct mail method is as sim- 
ple as possible for the dealer. After 
he has agreed to use the three mail- 
ings which make up the campaign, 
the dealer actually has nothing more 
to do but await results! The mailings 
are sent out for him automatically on 
a regular schedule to names and ad- 
dresses supplied by him or to lists 





of names prepared for him on streets 
he designates. (When such a district 
contact list is prepared for the dealer 
he pays for it and receives a copy for 
future use.) The Devoe salesman 
who calls on the dealer regularly, 
who knows his market, paint inven- 
tory and profit picture, uses a special 
portfolio to explain the premium tie- 
in and self-liquidating aspects of the 
special Devoe direct mail promotion 
for dealers. 

The 9” x 12” portfolio has six pages, 
one with a pocket containing each of 
the direct mail pieces available. The 
first inside page explains just how a 
direct mail program will help the 
dealer: 


1. Increases traffic in your store... 
You can’t get away from the old say- 
ing: “Tell ’em where you are and 
you'll sell °em where you are.” You 
must bring them in. The customer 
who buys a quart of enamel can be 
sold a brush . . . can be interested in 
other paint supplies . .. in many 
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DIRECT ADVERTISING 


other items of merchandise. 


2. Identifies you as the paint center 
in your sales area .. . Notice how the 
large and prominent imprint space 
on these mailers highlights your 
store name and address. Naturally, 
you have competition . . . stores sell- 
ing other brands of paint products 

. some of which may be strongly 
advertised and favorably known to 
the customers you want to reach and 
sell. You offer better products and 
better service but you must tell peo- 
ple about them if you are to over- 
come your competition. Start them 
coming ... keep them coming .. . 
to your store. Direct mail is particu- 
larly suited to rifle sales messages in 
areas where newspaper advertising 
is too costly. This direct mail cam- 
paign presents full-color, seasonal 
promotion direct to your best pros- 
pects. 


3. Reaches your best prospects . . 
people who own their homes... Ef- 
fective direct mail selling messages 
get into the home... and are read by 
potential customers. They are inter- 
ested ... they have used paint and 
will continue to use paint. With di- 
rect mail, you can reach every one of 
the prospects in your trading area 
... quickly .. . inexpensively. Direct 
mail always finds the prospect at 
home ... something you might not be 
able to do if you called at his home 
repeatedly. 


4. Puts you out in front of competi- 
tion .. . Paint customers will not nec- 
essarily come to your store because 
you happen to be nearest. They’ll 
come if they are asked .. . if the 
customer feels you have the products 
and advice he needs. With direct 
mail, you open doors... and make a 
stronger bid for business than your 
competition. 


5. Gives you a year-around pro- 


gram ... With direct mail you con- 
tact potential customers at the best- 
selling seasons of the year... at the 
time when painting is uppermost in 
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their minds. Thus you make regular 
contacts with prospects throughout 
the year . . . a continuing sales pro- 
motional process that will increase in 
effectiveness as its cumulative power 
develops. 


> Another page of the portfolio ex- 
plains how the direct mail program 
supplements Devoe national adver- 
tising, hitting these four points: 

e Each of the three mailing pieces 
ties in directly with the Devoe na- 
tional advertising. 

e The program will establish the 
dealer as the place where amateur 
painters can get valuable advice, in- 
formation and assistance on all mat- 
ters pertaining to colors, products 
and application. 

e The direct mail program, an ex- 
clusive with Devoe, has been so com- 
pletely prepared by experts in this 
field that nothing is left to chance. 

e The campaign can be self-liqui- 
dating. 


> Most dealers are quite familiar 
with various forms of direct mail, 
many of them having made use of 
handbills distributed through the 
neighborhood by small boys after 
school, and are eager to use this type 
of medium. 

However, the complete and color- 
ful type of mailing piece offered by 
Devoe is ordinarily too expensive for 
the average dealer to reproduce in 
the quantities he would need. There- 
fore, an opportunity to get profes- 
sionally prepared literature in which 
his name is strongly featured, at a 
price of little more than the cost for 
imprinting, has a strong appeal. 


> The appeal is even greater in the 
case of this campaign because the 
dealer has the opportunity to offer 
attractive premiums which will not 
only help him gauge the effectiveness 
of the mailings and build his store 
traffic but will, at the same time, 
help pay for the cost of the mailings. 
He is offered the premium items at 
such a substantial reduction in cost 
to him that he can make his normal 


profit on the premiums while still 
giving his customers a worth-while 
inducement to visit his store. 

The minimum number of names 
that the dealer can order is 250 and 
he is allowed to order each of the 
premiums in quantities up to 50% of 
the number of names on his mailing 
list—the number of premiums is lim- 
ited to 50% to avoid the possibility of 
over-stocking. The price charged 
him for the direct mailing is equiva- 
lent to the amount saved on the pur- 
chase of 125 of each of the premiums 
at a special price. 

A painter’s drop cloth, an angular 
sash tool, and a paint roller and tray 
set, were chosen as the premiums 
that would be offered in the direct 
mail campaign because they have a 
direct relationship to the subject of 
the mailing pieces’ copy, and also 
because they are items carried in 
stock by the dealer—not novelties 
which he might be forced to dispose 
of at a loss after the campaign was 
eompleted. 


> The portfolio sums up the cost pic- 
ture in terms the dealer will under- 
stand. It explains: 


“The premiums included in this 
campaign are first-quality merchan- 
dise such as you normally carry in 
stock, and are offered to you at prices 
well below regular dealer costs. Now 
you can offer your customers a real 
bargain and at the same time realize 
a handsome profit on each premium 
transaction. You can order each of 
the premiums in quantities up to 50°. 
of the number of names on the mail- 
ing list. This enables you to make 
your program self-liquidating. For 
example, if you supply your own list 
for a minimum order of 250 pieces 
of each of three mailings you are of- 
fered this campaign at a cooperative 
price of $67.20. Should you want the 
maximum number (125) of each of 
the three premiums, you are able to 
buy them at the special offer rate 
and save $67.50.” 

The portfolio explains that regular 
83¢ drop cloths are offered at 69¢; 74¢ 
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Toro’s Direct Mail ... An important part of Toro Mfg. Co.'s program of dealer aids is 
direct mail materials provided retailers. For details see ‘A Sign That Became A Sign,” page 81. 


sash tools at 59¢, and $1.44 rollers 
and trays at $1.19. 


> Three mailings go out—on May 4, 
June 1, and September 8. These are 
mailed on schedule and are not sub- 
ject to the uncertainties that attend 
mailings that are sent to the dealer 
for him to entrust to the mails. 

The mailing pieces are self-mailers, 
and are printed in four-color offset. 
Great pains were taken to reproduce 
accurately colors and material repre- 
sented therein. They carry strong 
dealer indentification so that even if 
the text of the message remains un- 
read, and the premiums unwanted, 
the dealer’s name will register. 


e Mailing 1—May 4. A large center 
spread illustration shows the senior 
male member of the family painting 
the exterior of a clapboard house, 
while the distaff member paints the 
living-room which is clearly visible 
through a large picture window. 

The copy suggests the use of Won- 
der-1-Coat House Paint, an all- 
weather house paint for exteriors. 
The emphasis for the interior use is 
on rubber based wall paint (‘the 
easiest paint in the world to use”), 
oil base finishes, and decorative and 
floor enamels. 

With this is an offer of a home 
painter’s drop cloth for 99 cents, with 
a gallon of any of the products fea- 
tured in the folder. 

Friendly tips for members of the 
“do-it-yourself” club carry through 
the dealer’s effort to establish him- 
self as paint and color headquarters 
for his community. 


e Mailing 2—June 1. This mailing 
piece deals largely with exterior 
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paints, mentioning all-weather house 
paint, but puts the emphasis on Won- 


der-1-Coat House Paint. Trim and 
shutter colors get attention, and ad- 
vice on painting screens is given. All 
this is still from the do-it-yourself 
angle. 

A 2 inch nylon angular sash brush 
—really tops for painting window 
mullions—is offered in this mailing 
piece for only 89 cents with the pur- 
chase of a gallon of exterior paint. 


e Mailing 3—September 8. This 
deals with all the products mentioned 
in the two preceding mailings, and 
advocates autumn as the ideal time 
for exterior painting. Special empha- 
sis is given to the new importance 
color has gained in our homes and to 
the fact that the dealer is qualified 
to help with color problems. 

The purchase of a gallon of any 
Devoe wall paint gives the customer 
the opportunity to buy a $2.89 paint 
roller and tray for $1.89. 

The premium offers are limited to 
30 days. 

This direct mail campaign is also 
being participated in by the Devoe 
subsidiary, the Peaslee-Gaulbert Co., 
and both the portfolio and mailing 
pieces have been adapted for their 
use, 44 


Offer Mail Bulletin 


A free Monthly Bulletin of List In- 
formation, describing new mail order 
and compiled mailing lists avail- 
able for rental and other items of 
interest to direct mail users is 
being offered by Walter Drey, Inc. 
(New York) mailing list consultants. 


For your copy circle No. 713 on the 
Reader's Service Card inside back cover 
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PASTE BOUND BOOKS 
NEWSPAPER BROADSIDES 
TABLOIDS - DIRECT MAIL PIECES 


DO IT FAST and RIGHT AT 


Shopping News Press 


5309 HAMILTON AVE. CLEVELAND 14, 0. 
HEnderson 1-4444 Teletype CY-25 


CIRCULARS 


Black and White or Colors 


SAVE TIME ° MONEY 


Long Run Dealer Helps in Color 
On Newsprint Are Our Specialty 
Write for Samples! 


MAT SERVICE 


DIRECT PRESSURE 


FROM YOUR ENGRAVINGS OR ELECTROS 
OR WE'LL MAKE FROM YOUR ART. 


FOR CHAIN STORES, MANUFACTURERS. 
LARGE QUANTITIES — FAST SERVICE! 
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ARE YOU PUTTING 
SALESMANSHIP 
ON YOUR ENVELOPES? 


The face and back of your 
envelope is valuable 
selling space. Let us 
show you how to use 
this space at low 
cost to make 
more sales... 
phone 
NEvada 8-1200 


500 N. Sacramento Bivd., Chicago 12, Ill. 


LAW-U HARA 


MAKES ENVELOPES 
FOR EVERY NEED 


an ae DELIVERY 
QUALITY 


DIRECT MAIL FOLDERS 


We will convert any quantity of 
your direct mail literature — 100 
copies or more —into hard cover 
books that will do a permanent sell- 
ing job for you — because NO HARD 
COVER BOOK IS EVER THROWN 
AWAY! Send for your free copy of 
“The Challenge to your Wastepaper 
Basket.” 


Call ca 6-3415 


PUBLISHERS 


BOOK BINDERY, INC. 
148 LAFAYETTE ST. NEW YORK 13, N.Y. 


“Just ask | 
for Marie 


For quick pick-up of your copy, ac- 
curate work, and prompt handling. 
We specialize in the following: 


ADDRESSING 
* Multigraphing * Addressograph 
* Mimeographing * Planographing 
The Letter Shop, Inc. 


431 S. Dearborn St. * Chicago, Ill. 
Phone WAbash 2-8655 


When you 

need 
RECENT 
BIRTH 
LISTS 


Remember 


WM. F. RUPERT 


Compiler of NATIONAL 
BIRTH LISTS EXCLUSIVELY 
for over 55 years 
90 Fifth Ave., New York 11 
OR 5-3523 


If YOU Are in any 
of these fields... 


Paper Signs and Identification 
Printing and Binding Materials 
Premiums, Prizes, Audio and Visual Aids 

and Specialties Direct Advertising 
Shows and Exhibits Art and Photograhy 
Typography and Layout Photoengraving and 
Labeling and Packaging Platemaking 
Radio and TV Production Window and Store Displays 


Your advertising belongs in 


Advertising 
Requirements 


Booklet, Reply Card 
Combined in Mailer 


A combination self-mailer, six- 
page booklet and business reply card 
in one unit is being produced by 
Keystone Press (Chicago). Printed 
on lightweight bristol or cover stock, 
the handy mailing piece uses a pat- 
ented format which eliminates need 
for envelopes, insertion of booklet 
and reply card, and sealing. 

The unusual promotion piece is 
printed on a single sheet of stock 
1742” x 5%” and folds to 4%” x 542”. 
The completed unit is sealed and 
then perforated 42” from the bottom 
edge. When the perforation is torn 
off, a reply card drops out and leaves 
a six-page 334” x 542” booklet. Copy 
space on the inside pages is 3” x 5”. 
The back cover has a 242” x 5” space 
for copy, while the front cover con- 
tains a 134” x 34%” copy space, postal 
permit and space for addressing. 

The mailer has been approved by 
postal authorities and can be sent 
third class. Printed in two colors, 
the mailer ranges in price from $38 
per thousand in 5,000 lots to $19 per 
thousand for 100,000. 

Samples of the unique direct mail 
piece are available. 


For your copy circle No. 717 on the 
Reader's Service Card inside back cover 


Award Winning Letters 
Compiled in Portfolio 


Samples of personalized sales 
letters that feature pre-addressed 
“built-in” reply cards have been 
collected into a portfolio by Sales 
Letters Inc. (New York). The un- 
usual format of the letters has proved 
highly effective in drawing replies, 
Sales Letters has reported. 

Each letter has a “window” in the 
upper left-hand corner. The address, 
of the recipient, which is printed on 
a stamped reply card fastened to the 
back of the letter, shows in the 
“window” space. Also the edge of 
each letter is notched and a tab sug- 
gests that the recipient detach the 
reply card. 

Among the letters shown are a 
series which won for Remington 
Rand (New York) the 1952 Best of 
Industry Award at the Direct Mail 
Advertiser’s Assn. Twenty-two sam- 
ples of the unique letters are con- 
tained in the portfolio—those used by 
Remington as well as several exam- 
ples from other firms. 


For your copy circle No. 718 on the 
Reader's Service Card inside back cover 


Adaptation .... Starting with the basic 
design of its souvenir picture letters, Ameri- 
can Folkard Corp. (Brooklyn) created this 
unique new mailing piece available to direct 
mail advertisers. The front of the card illus- 
trates in full color a product, factory or dis- 
play etc. with a one line title. The address 
side has space for 175 words of descriptive 
copy. The inside of the mailer can be used 
for a variety of purposes—sales messages, 
dealers’ announcements—or it can be left 
blank for correspondence. The most unusual 
part of the new piece is that it is opened by 
tearing around three perforated edges. Sam- 
ples and additional details are available. 


For your copy circle N« 719 on the 
Reader's Service Card inside back 


Booklet Surveys Types 
Of Employe Handbooks 


Charles Francis Press Inc. (New 


York) has published a_ booklet, 
Opinion Forming Employee Hand- 
books, which presents an analysis 
and survey of the contents of 90 em- 
ploye handbooks. 

The booklet lists the type of items 
covered and the frequency of their 
appearance in handbooks. The items 
were classified under company, job, 
benefits and miscellaneous, Group 
insurance, work hours and company 
history were the items covered most 
often and least mentioned 
swimming pools and pets. 

The booklet also discusses such 
topics as what helps the employe 
know and understand his company 
and what should an employe hand- 
book accomplish. 


were 


For your copy circle No. 720 on the 
Reader's Service Card inside back cover 
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By Stuart Novins 
Director of Public Affairs 
CBS Radio 


There are several ways to produce 
a taped actuality program. But there 
is no easy way to produce a good 
one. The process which we at CBS 
Radio have followed in putting to- 
gether our Feature Projects produc- 
tions has been a most maddening, 
demanding, stimulating and satisfy- 
ing one. Here’s why. 

During the last four months we 
have produced four full-hour docu- 
mentaries, each requiring a mini- 
mum of six weeks’ work, each deal- 
ing with a different type of subject. 
More than 200 miles of tape went 
into those productions. 


e In “Bomb Target, U.S.A.” we 
covered an objective report of the 
military and civilian continental de- 
fense of the nation. 


e In “The Green Border” our re- 
porters brought back the first au- 
thentic report of the hundreds of 
thousands of escapees from behind 
the Iron Curtain. 


e In “Class of 53” we offered an 
appraisal of the teen-age generation, 
its problems, ideas. 


e In “38th Parallel, U.S.A.” we used 
the mechanism of tape-recording 
hundreds of people who live along 
the 38th Parallel in this country, to 
show how the lives of all of us have 
been affected directly or indirectly 
by the Korean hostilities. 

> Each idea, represented in the 
shows above, created distinct prob- 
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RADIO & TV PRODUCTION 


Miles of Tape 


On the surface, documentary type radio shows may look 


like a bargain for advertisers . .. but they’re not as sim- 


ple as they sound. Admen considering such a venture can 
profit by this play-by-play description of how a top flight 
documentary show is produced. 


lems of coverage and _ technique. 
Each Feature Project report was the 
equivalent of a full-length book, in 
content and scope. 

The job of producing objective, 
lucid and comprehensive reports 
through the use of tape-recorded 
actuality material is one of pains- 
taking reporting and editing. To get 
all your pertinent facts, you may 
have to record as much as 100 hours 
of raw material and then edit that 
ponderous mass down to about 45 
minutes of incisively selected ma- 
terial. To do that, you’ve got to make 
each word count as a contributing 
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element of the total picture; you’ve 
got to use the utmost editorial judg- 
ment and technical skill. The thing 
you want in the finished product is 
the spontaneous expression by people 
actually involved in the story you’re 
covering, of all the facets of that 
story. 


> Let’s take an example. 

At nine o'clock on Friday evening, 
May 9, CBS Radio listeners heard 
the voice of the distinguished news- 
man Edward R. Murrow introduce 
our Feature Project report, “The 
Green Border.” For the hour that 
followed, the listener was in constant 


and immediate contact with the ac- 
tual men and women who had es- 
caped the tyranny of communism. 
In the intimacy of his living room, 
the listener identified himself with 
the frightful suspense of an under- 
ground escape; with the oppressive 
espionage tactics of the Secret Police; 
with the simple unadorned emotional 
impact of a mother who wanted no 
more for her four-year-old son than 
that he grow up in a world that 
would let him live freely; with 
dozens more of human beings who 
had risked their very lives for a 
chance to cross the “Green Border” 
into freedom. 

Obviously, the listener at home did 
not realize that the finished, polished 
production which started at nine 
o'clock had not actually been com- 
pleted until 20 minutes before dead- 
line! The listener did not know that 
more than 20 men had spent seven 
weeks, a five-digit budget and had 
covered approximately 11 thousand 
miles to get the raw material for that 
production. 

All he knew was that somehow he 
had become a participant in a very 
moving emotional experience, as is 
evidenced by the letters which the 
collective “listener” wrote to Mr. 
Murrow after the broadcast ended. 


> No dramatic cast of professional 
actors reading the most skillfully- 
written script could have produced 
the emotional impact of real people, 
talking about real conditions, in real 
language. 

When producer David Moore took 
his recording gear to the escapee 
camps in West Germany and Austria, 
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he had to lick a terrific problem. Not 
only did he have to find people who 
could give him the kind of tapes that 
would tell their own eye-witness 
stories, but among Germans, Hun- 
garians, Austrians, Czechs, and Rus- 
sians, he had to find his stories in 
those escapees who could speak 
English. 

The fact that he found them and 
recorded such emotionally strong 
material is a tribute to his crafts- 
manship as a tape reporter. Often, 
it took two or three hours of con- 
versation to produce the one 30- 
secend sequence that was just right. 
And while Moore was living with 
the escapees, questioning, probing, 
sensing, appraising, the wheels of his 
tape machine never stopped. 


> Moore’s experience was being 
duplicated by several other Feature 
Project reporters working other 
phases of the story. We wanted our 
report to deal with the vast implica- 
tions of a condition in which several 
hundreds of thousands of political 
refugees were living in detention 
camps because there was no place 
for them to go. Our reporters talked 
with Chancellor Adenauer of Ger- 
many, Paul Reynaud of France, with 
the Foreign Offices of Italy, Britain, 
Canada, New Zealand, Australia, 
Bolivia, the Philippines, the Nether- 
lands and other Free World spokes- 
men. We sent a special task force to 
cover the angle of the United States’ 
role in a possible solution to this 
problem that has become a critical 
part of the cold war struggle. 

And when they all come back we 
had about 83 hours of raw tape to be 
monitored, edited, “cleaned-up” and 
finally tied together by Mr. Murrow’s 
tight, concise narration. 

Having made a “big one” out of 
many little ones, we now had to re- 
verse the process and make a little 
one out of the big one! 


> The first step was to listen to all 
of the tape and “log” it. Every man 
in our Feature Projects production 
group heard every foot of that tape. 
That way, we could all contribute 
to the selection of a “story line.” 

With all the tape logged, a series of 
conferences (often sounding more 
like pitched battles!) ensued. From 
all this mass of tape, how to tell the 
story in the most direct, objective, 
unadorned and effective manner? 
This is probably the most difficult 
phase, because here is the basic de- 
cision of editorial balance and of 
production technique. 

When we were all satisfied that we 
had arrived at the “best” way to do 
the show, the technical work began. 
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Here we started with ediphoned 
transcripts of all the material that 
fitted into our format. Our 83 hours 
of tape had automatically been cut 
to about 60 hours. The rest was care- 
fully dubbed and stored for use “if 
necessary.” 


> Then, the 60 hours of material 
began to be whittled down. Now we 
were taking out huge sections of 
complete interviews either because 
they were not pertinent to the central 
theme or to eliminate duplicated 
material. Again, these excised por- 
tions were dubbed and saved “in 
case.” After a week of this process 
we were down to about 20 hours of 
tape. 

Again we referred to the verbatim 
transcripts. We were ready to rough- 
outline the continuity, to begin 
grouping the individual pieces so 
that they would be in roughly the 
same sequence as the finished 
product. 

With this accomplished, we now 
had to begin cleaning up individual 
interview pieces. The first material 
to come out was the reporters’ ques- 
tions, so that only the answers re- 
mained on the tape. Next to be 
excised was anything that did not 
develop the main idea the escapee 
wanted to express. And that brought 
us down to about seven hours of 
good usable tape. 


> Now the job became more selec- 
tive. Now we were faced with the 
necessity of choosing the best mate- 
rial from the bulk of good material. 
Our production group had grown 
smaller as the job became more per- 
sonalized. The reporters and editors 
who had worked on the earlier stages 
had been shifted to the next Feature 
Project productions “The Class of 
53” and “The 38th Parallel, U.S.A.,” 
on which basic research had been 
completed, producers assigned, and 
recording was ready to begin. 

When the seven hours of tape had 
been cut down to two hours, the 
show was beginning to take shape. 
By this time, we had a report that 
was editorially complete and we had 
a show that packed a strong emo- 
tional wallop. By this time, the un- 
mistakable imprint of Ed Murrow 
was intrinsic in the show. The only 
thing wrong was that it was about an 
hour and a quarter too long! 

The writing of the narration, the 
weeding out of sentences, the tran- 
sposing of words, the elimination of 
pauses—all of this precise work has 
many of the characteristics of a sen- 
sitive piece of surgery. 

I am happy to report that the 
“operation” was a success. 44 


Announce 1953 Sylvania 
TV Awards Competition 


For the third consecutive year, 
the Sylvania Television Awards will 
be presented to individuals and 
organizations for “distinguished con- 
tributions to creative television 
techniques.” Networks, stations, na- 
tional advertisers on TV, television 
directors of advertising agencies and 
producers of television films all may 
submit material or call the com- 
mittee of judges’ attention to pro- 
grams. 

Other awards will go to individuals 
on the winning program or—on any 
other program—who are judged to 
have made individually the greatest 
contributions to creative TV tech- 
niques. They may include a writer, 
producer, director, actor, actress, 
master of ceremonies, cameraman, 
scene designer, choreographer—any- 
one who has distinguished himself 
by originality and skill in advancing 
TV as a new art. 

Sylvania Electric Products Inc., 
who is sponsoring the event, has 
produced a folder containing a full 
description of the contest. 


For your copy circle No. 721 on the 
Reader's Service Card inside back cover 


Telenews Develops IV 
Film Library Service 


A new television film library ser- 
vice was announced by Telenews 
Productions Inc. (New York) at the 
broadcasters’ convention in Los An- 
geles. Called the Build-A-Show 
Film Library, the service will pro- 
vide subscribing stations with films 
for “fill” purposes, emergency stand- 
by films, production aids and hun- 
dreds of quality prepared programs 
—all in one compact package. 

The library is intended to simplify 
TV stations’ film operations and to 
help them save money, time, space 
and effort in handling films. The ser- 
vice has been organized to provide 
maximum use versatility. 

The content of the film library will 
be increased by the addition of new 
film every month. There will be no 
“play” reports or fees to pay, no 
bicycling of prints; each subscribing 
station will get its own complete li- 
brary to use as it sees fit. 

The library will consist of over 
one thousand “film featurettes.” The 
films are shorts, one to three min- 
utes in length, and cover almost 
the entire range of human interest. 
Each featurette is individually titled, 
boxed, scored and narrated for easy 
handling. 44 
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This spring, as exhibitors were 
planning their presentations for the 
1953 National Materials Handling 


Exposition in Philadelphia, Saul 
Poliak of Clapp & Poliak Inc. (New 
York) addressed a meeting of the 
Material Handling Institute in Chi- 
cago on the subject, “Getting More 
For Your Exhibit Dollar.” The 
speech laid down some experience 
proven guides for exhibitors. 

“There is much waste,” Mr. Poliak 
told the group, “in virtually every 
medium for sales and sales promo- 
tion, but I have always been shocked 
by the excessive waste at so many 
industrial shows. There are many 
facets to this wastefulness.” 


> Mr. Poliak went on to outline 
some of the items which he consid- 
ers “most outrageous and extrav- 
agant:” 


@e One of the greatest sources of 
waste is failure to plan sufficiently. 
It is remarkable how many com- 
panies will wait up to the last few 
days before the show is scheduled 


to open and hurriedly assemble the. 


material they require for their par- 
ticipation. Literally scores of com- 
panies do this that would not for a 
moment dream of paying several 
hundred dollars for a page in a busi- 
ness publication and telling the pub- 
lication that there hadn’t been time 
to prepare art work and copy, “so let 
it go at using the page just for our 
company’s name and address.” 


e Another major source of waste is 
the nursing of pet ideas. Probably 
the most familiar of these is that the 
best way to get visitors into your 
booth is to have a scantily clad girl 
in attendance. In all too many cases 


July, 1953 


the girl’s presence merely keeps 
many scores of embarrassed techni- 
cians out of the exhibitor’s booth 
who might otherwise be glad to learn 
about the company’s product. 


e Another source of waste lies in 
exhibit backgrounds. Booth back- 
grounds have a place in industrial 
shows, including those where ma- 
chinery, which itself is the major 
attraction, comprises the exhibit. 
One of the weakest elements in the 
industrial exposition is the booth 
background. While there is some 
effective work done in the field, the 
great bulk of it is uninspired, un- 
thinking, ineffective, and hence ex- 
traordinarily wasteful. One reason 
is that most backgrounds don’t begin 
to take advantage of that funda- 
mental, unique quality of the indus- 
trial exposition, namely, the fact 
that it reverses the traditional buy- 
er-seller role and brings the buyer 
to you voluntarily. 


> One of the key points in Mr. 
Poliak’s speech was a list of 16 ma- 
jor principles to follow when staffing 
an exhibit booth: 


e Be sure your booth representa- 
tives are men with full technical 
knowledge of your product line— 
not just men who can quote prices 
or refer to a catalog. 


e If you show machinery or equip- 
ment, make sure someone who mans 
the booth knows how to demonstrate 
every product in your booth. 


e Never staff a booth with appren- 
tice salesmen or new trainees. How- 
ever, it’s a good idea to have some 
trainees there, because the exposi- 


SHOWS & EXHIBITS 


tion provides an excellent training 
ground. 


@ Prepare a detailed schedule of 
personnel for each day of the show, 
for each period of each day, and see 
to it that every booth representative 
is familiar with the schedule and ad- 
heres to it. 


e Prepare a detailed manual to be 
sent in advance to all personnel, 
telling basic facts about show and its 
audience, products the company will 
show, literature available, sales pro- 
cedures to be followed, hotel accom- 
modations and all other pertinent 
information. 


e Have a “dress rehearsal” of all 
booth representatives before the 
show opens, with a talk by the man 
in charge followed by a question and 
answer period. Demonstrate the 
forms that are available and how 
they are to be used. Specify location 
of surplus literature, outline respon- 
sibility for various functions. Cover 
every detail. Provide general infor- 
mation about the show, whereabouts 
of restaurants, etc. 


e If the advertising or sales promo- 
tion manager is in charge of the 
booth, be sure he has complete au- 
thority over the salesmen, or ar- 
range to have someone else there 
who does have the authority over 
the salesmen. The matter of relation- 
ship between staff and line repre- 
sentatives can create great difficul- 
ties. 


e Always have machine operators 
dressed in shop coats—see to it that 
the coats are always clean. Don’t 
have a machine operator in business 
clothes. If you employ a porter for 
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show hours, put him in some simple 
uniform. 


® Don’t permit wives or feminine 
non-booth personnel from your of- 
fice to sit in your booth. 


e Booth representatives should 
never sit down in the booth except 
when talking with a prospect. Adjust 
your schedule to allow sufficient rest 
periods for them so that they won’t 
get weary on their feet. 


e If a man shows up in the morning 
with liquor on his breath or with bad 
breath from other causes, or is ex- 
hausted from too little sleep and too 
much play, send him back to his 
hotel or office. He can only do you 
harm if he remains in the booth. 


e Some companies advocate having 
one staff to man the booth, a sepa- 
rate staff to do the entertaining in 
after-show hours. 


@ Social grace is a desirable quality 
in booth representatives, but that’s 
no excuse for the men spending time 
exchanging wise-cracks or wander- 
ing off to a competitor’s booth for 
visits. 


@ Insist that booth representatives 
make out a report on each person 
they talk with, completely filling 
out a form set up for that purpose. 
Watch out particularly for men who 
pocket reports without filling them 
in. 


e If you don’t have a special porter, 
be sure that one of your booth rep- 
resentatives has definite responsi- 
bility for housekeeping of booth 
during the show. 


e Never permit salesmen to gather 
in groups—even two men—to ex- 
change jokes or talk shop. Even dur- 
ing periods of light attendance, they 
should stand on the alert ready to 
talk to any passer-by. 


> Mr. Poliak also presented helpful 
information on several other phases 
of exhibits. Some of the key points 
included: 


e Furniture ... Unless you are try- 
ing to create a very special decora- 
tive effect, rent your booth furni- 
ture. It is illusory to believe that you 
can save money by bringing your 
own. Without exception, so far as I 
have been able to determine, it’s 
more expensive. 


© Telephone ...I1 believe that per- 
haps the best single investment you 
can make in any exposition is for a 
telephone in your booth. 

e Action . . . Of all the advice that 
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traditionally has been proffered to 
exhibitors, the injunction to employ 
action has always led the list. The 
rightness of the advice is more re- 
markable because of its neglect or 
perversion. Action of itself, without 
regard to the product or company 
objective, is sheer waste. There is 
only one kind of action that counts, 
and that is meaningful action direct- 
ly and intimately tied in with the 
company’s products, product fea- 
tures, sales objectives. The purpose 
of action is to tell the story of the 
product swiftly and dramatically. 


@¢ Demonstration ... The matter of 
demonstration is closely linked with 
that of action, yet it is a separate 
consideration, actually. Periodical 
demonstrations, if you really want to 
tell something that can count your 
customers and prospects, are mean- 
ingless. Make demonstrations con- 
tinual. And make them visible to a 
maximum audience. 


e Lighting ... A booth and its con- 
tents should be well lit, but our own 
tests in many shows, over many 
years, with a light meter, indicate 
that 95 booths out of 100 are inad- 
equately illuminated. It is essential 
to avoid glare, to see to it that there 
is no harshness in one’s illumina- 
tion. 


e Literature ... There is only so 
much material that any visitor can 
carry through a show. If he is mak- 
ing a thorough tour and accepts at 
each booth the literature offered to 
him, he must after an hour or so, 
find himself so burdened with fold- 
ers, leaflets, catalogs and data sheets 
that the balance of his several hours’ 
scheduled visit in the exposition 
must reduce him to pack-mule 
status. He has only one choice: he 
jettisons some or all of the literature 
he has been accumulating. And if 
yours is among it, you are the loser, 
through no fault of your own and 
notwithstanding the excellence of 
your particular creations. 

This is a simple physical fact with 
which you must reckon and act ac- 
cordingly. A lot of companies have 
long been aware of this problem. 
They know that the men want and 
need literature, and they know that 
time will compel them to dispose 
unceremoniously of much of the 
stuff which they acquired with such 
sound intentions. The solution of 
these companies—or, more correct- 
ly, their attempts at a solution—has 
been along two lines. First, some of 
them make literature available only 
when a visitor specifically requests 
it. Second, some display single sam- 
ples of a wide line of literature that 


is available and ask the visitor to 
fill in a card requesting that certain 
items be sent to him. 


e Publicity . . . Publicity possibili- 
ties are probably the least exploited 
of the major potentialities of expo- 
sition participation. It doesn’t take 
bigness or large budgets to capitalize 
on publicity possibilities. It’s chiefly 
a matter of planning, of recognizing 
how much can be accomplished with 
so little, if only one takes advantage 
of the remarkable drama inherent in 
an exposition. The best thing I’ve 
ever heard on this subject was a 
speech delivered by Ed Greif of 
Banner & Grief (February AR, page 
85). 


e Tickets & Show References ... 
On the basis of the law of averages, 
you are bound to get a substantial 
percentage of visitors to the expo- 
sition by or in your booth. If you 
can get people to plan specifically, in 
their generally limited time, to see 
your booth, if you can increase the 
number of your contacts with visi- 
tors above that deriving from the 
law of averages, you have materially 
increased your potential returns for 
your investment in the show. You 
can do that by using every device to 
let people know you are in the ex- 
position, that you have something 
important for them to see that will 
add to the value of their visit. 

The complete text of Mr. Poliak’s 
speech is contained in a 16-page 
brochure available from Clapp & 
Poliak Inc. (New York). 


For your copy circle No. 722 on the 
Reader's Service Card inside back cover 


Brochure Covers Ways 
To Attract Audiences 


How to attract bigger audiences to 
a company exhibit through advertis- 
ing, publicity, brochures, salesmen, 
etc. is covered in a new booklet, Ten 
Ways to Get Publicity at a Trade 
Show, being distributed by Banner 
& Greif, New York public relations 
firm. 

The ten points developed by Ed 
Greif, were listed in February Ap- 
VERTISING REQUIREMENTS, (page 85). 
They were first presented as part of 
a talk delivered before an Exhibitors 
Advisory Council meeting. 

The brochure discusses the basic 
ideas of a “frequently neglected ele- 
mental of exhibit operation and pre- 
show planning” and also covers 
publicity techniques to use during 
the show. 


For your copy circle No. 723 on the 
Reader's Service Card inside back cover 
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POOF-PACK 


Conventioneers viewing an ex- 
hibit of The Displayers, Inc. (New 
York) at a trade show were given 
an opportunity to become display 
builders, themselves. 

Each guest was given a kit con- 
taining ‘“‘the most flexible exhibit 
in the world—the new Poof-Pack 
display—complete with tool kit." 

The ‘‘exhibit'’ was packaged in 
an envelope which listed its many 
features: 


The exhibit for the inflated dol- 

lar. 

Completely prefabricated. 

Invisible seams—no sharp edges. 

Only a single outlet required. 

No shipping cases. 

Smart, snappy design. 

Poof, it’s up—bang, it's down! 

The exhibit: an imprinted bal- 
loon. The tool kit: a rubber band 
for “‘installation’’ and a pin for 
“dismantling.” 


American Builder Lists 
Exhibit Plan Schedule 


Although the idea itself has been 
used effectively before, a convention 
checklist distributed by American 
Builder offers an excellent guide to 
pre-convention planning. American 
Builder’s list is printed on a three 
color file jacket which can be re- 
tained in potential exhibitors’ files. 

The effective promotion piece was 
developed to help exhibitors plan 
for the recent National Association 
of Home Builders convention and 
exposition in Chicago. It was first 
sent out in mid-1952. 

The check list is broken down into 
six chronological sections: 


1. What to do before Aug. 15th 


LL) Arrange for Convention Exhibit space by 
writing to Mr. Paul Van Auken, NAHB 
Convention and Exposition Director, 111 
W. Jackson Blvd., Chicago 4, Ill. Ask for 
convention literature 
| Make list of tentative Exhibit opportunities 

_] Contact local outlets—distributors, whole 
salers, sales representatives—for opinions 
and suggestions. 

Prepare budget for approval. 

Determine products to be exhibited and 
angle to be followed. 

Check with show management on size of 
doors and elevators if bulky equipment is 
to be displayed. 

[] Discuss adequate advertising in American 
Builder with advertising department or 
agency, to tie in with convention exhibit. 

2. What do before Oct. 3rd 

] Send pictures and description of products 
to be exhibited to Edw. Gavin, Editor, 
American Builder, 79 W. Monroe St., 
Chicago 3, Ill. 


3. What to do before Nov. 1 
(] Check inventory of available literature or 
prepare new materials. 
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( Check availability of give-aways, samples, 
etc. 

[-] Check booth construction details and 
schedule. 

L] Mail invitations to customers and prospects 
to visit booths. 


4. What to do before Dec. 1 


Arrange to ship literature, samples and 
equipment, also display units. 

Order badges for booth personnel. 

Plan for news releases and photos. 
Arrange with photographer to take pic- 
tures of booth at show. 

Contact model agency if models are re 
quired. Indicate costume requirements. 
Check with agency or advertising depart- 
ment to make sure advertising plates have 
been sent to American Builder for Janu- 
ary Convention issue. 





5. What to do before Jan. 14 


[-] Check supply of order blanks, scratch pads, 
pencils, calling cards, sales manuals, etc. 

[-] Check arrival of booth equipment and 
advertising literature. 

[] Contact photographer and arrange for 
time to take booth pictures. 


6. What to do the Day before the show 


[] Check delivery of booth furniture and 
equipment. 


[-] Clean, wax and polish displays and equip 
ment. 

(-] Note where crates are stored for fast dis 
mantling and move-out. 

[] Advise booth attendants of hours they are 
to be on duty. 


American Builder added an inter- 
esting touch by enclosing copies of 
daily issues of the Convention Daily 
distributed during the 1952 conven- 
tion. By reading through these, ex- 
hibitors could review the events of 
the previous exposition and adjust 
planning accordingly. 44 


Scale Model .. . The Bowdil Co. (Canton, 
©.) had this scale model built of its pro- 
posed exhibit booth for the National Coal 
Show held in Cleveland May 11-14. The 
model and finished exhibit booth were 
built by Price Advertising Display Co. (Can- 
ton). The model served two valuable pur- 
poses: It gave Bowdil a chance to visualize 
the booth and foresee space needs at the 
show and it became an _ easy-to-follow 
guide for the display builder. The scale is a 
quarter of an inch to the foot. It was de- 


signed by Rex Farrall, Canton Advertising 
Agency. 


E 
/YOU'LL SELL MORE’ 


+ with an 


at your Expositions, Trade | 


Send for Free Folder. 


& 
Shows, Sales Meetings, etc. 


IVEL CORPORATION 


96-20 43 Ave., Corona 68, N.Y.C. | 











Easy Way to 
Stay on the Ball 


Dozens of readers, and advertising 
agency executives in particular, have 
written us to the effect that Advertising 
Requirements is one book that enables 
them to stay on the ball. The president 
of one New York Agency, for example, 
says “Advertising Requirements is help- 
ing me to keep my staff up to date. I 
am requesting that all creative and pro- 
duction personnel read it thoroughly.” 
If you have any doubts about seeing 
every issue, we suggest you use the re- 
ply card in the front of the book to 
enter your own personal subscription 


at once. 


DOUBLE 
> COATED 
ADHESIVE 


FOR MOUNTING LIGHT DISPLAYS 


DURABLE RUBBER PRODUCTS CO. 


49 WEST FULTON STREET CHICAGO 6, ILL 











LAYOUT & TYPOGRAPHY 


By Carl E. Borklund 
Director, Editorial Dept. 
Kable Printing Co. 
Mount Morris, Ill. 


Few persons have never visited a 
print shop. Americans particularly 
like to see machinery operate. Most 
popular, probably, is the Linotype. 
More than a look is required to un- 
derstand it. 

Even when the operator sets your 
name and grins as you gingerly han- 
dle the hot slug, which he can hold 
without feeling the heat, you don’t 
bother to examine it closely. If you 
did, you would notice that the capi- 
tal letters and tops of ascenders are 
aligned along the top of the slug. 
This is true regardless of the size 
of the type. The mats are made that 
way so that a type can be leaded 
automatically, that is, it can be set 
8-point solid, 8 on 9, 10, 11, or 12 on 
one slug without making it neces- 
sary to insert spacing material by 
hand to get the required leading. 

Top alignment is the accepted 
method, although it is possible to get 
centering mats cut to order, but these 
are for special jobs and, being an ex- 
ception, cannot be used interchange- 
ably with top-lining mats of the 
same face. By that is meant that one 
cannot be substituted for the other. 


>With that preliminary, let’s get 
down to corner cutting. You, and we, 
have seen examples of composition 
where the first word is set 6-point 
bold caps, as a sort of head, with the 
material immediately following set 
in 8- or 10-point. Good typography 
would decree that the bottoms of 
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How to cut costs on 


Line Composition 


non-descender letters, such as the 
lower-case 0, should align with the 
bottoms of capital letters in the 6- 
point face. Since the lino mat always 
casts at the top, obviously the 6- 
point O will not align with the bot- 
tom of the 8-point O. So the 6-point 
type must be set on one slug on one 
machine and the following 8-point 
material on another slug. The two 
are butted together and paper, card- 
board, or leads inserted above and 
below the 6-point line to get the cor- 
rect alignment. That hand work 
costs extra. If you are corner cut- 
ting, then, don’t mix sizes and fami- 
lies of type. 

Except for trade plants and spe- 
cialty shops, few have mixer 
machines. These mixers make it 
possible to set roman, italic, bold- 
face, bold italic, small caps, superior 
and inferior figures, and other com- 
binations on one slug all in the same 
type size. Some of the faces are set 
from several magazines by the use of 
a lever or a push button for the 
changeover. Most publication plants, 
however, do not find enough use for 
the mixers to justify their purchase. 
Too, and although the volume of 
such composition is the main factor, 
the machines are much slower than 
the conventional Linotypes. Thus, if 
an operator has a take of copy with, 
say, 25 lines of mixed composition 
and 1,200 lines of straight composi- 
tion, the slow speed at which the 
machine produces the 1,200 lines 
more than offsets the time saved by 
setting the 25 lines on a mixer in- 
stead of from several magazines on 
conventional machines. 


> Actually, that figure of 1,200 is 
very liberal. Your scrivener several 
years ago ran a mixer for quite a 
period. First, you start to set type. 
After a couple of minutes, or so it 
seems, the matrices finally start to 
reach the assembler. When the as- 
sembler is half full of mats and 
spacebands, you stop hitting keys, 
walk across the room, dissect a type 
louse, read the sports page, check 


the price of Union Oil with the mar- 
ket operators, send the printer’s 
devil across the street to get a stick 
to set in quads, and return to your 
machine. By that time the mats for 
the final keys you hit are in the as- 
sembler. 

Of course, that’s slightly exagger- 
ated, but, frankly, it seemed that 
long the first hour we operated one 
of the infernal things after being ac- 
customed to a conventional machine 
that knocked out six and one-half to 
seven and one-half lines a minute. 
An operator cannot average that 
speed, by the way, day in and day 
out or any time because of certain 
stops he must make, such as dump- 
ing his stick, etc. Copy is seldom 
well prepared enough for him to 
transcribe it at such speed. Anyway, 
the by-play above is intended to 
convey the idea that a mixer is OK 
in its way, but is not a machine for 
speed. 


> Mixed composition can be carried 
still further. Suppose, for example, 
that your art editor or designer goes 
through a type book and more or 
less indiscriminately selects a flock 
of type faces for a heading and, 
worse, for the body, with no regard 
for the method of manufacturing the 
type employed. Let’s say that he de- 
cides to use Karnak Obelisk (a Lud- 
low face), Bookman (a Monotype 
face), and Brush (a foundry face), 
in combination. Sounds impossible, 
but let’s suppose. And let’s assume 
that the head runs more than one 
line. OK, we'll set it, but lineup is 
difficult and, more important, the 
compositor first goes to the Ludlow, 
thence to the foundry storage de- 
partment. He’s walking all over the 
place, simply because the compos- 
ing-room arrangement is so fixed to 
confine separate types of composi- 
tion to certain areas. Past experience 
has demonstrated that multiple mix- 
ing is so seldom done that it is 
economical for operations to be well 
defined, in order to produce volume 
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Every form is carefully locked up to assure squareness. 


? Every line of Monsen type is cast in brand new metal to be sure it's perfect in 
here is the difference all details . . . no used or worn type is ever used . . . each form, no matter how 
small, is locked up, made ready and checked on a precision line-up table to 
s assure squareness and uniformity . . . special Monsen inks give impressions 
between ordinary that photograph ‘‘blacker'’’ and sharper. 
The resulting Monsen Black-on-White impressions have no equal. They are 


repros and Nionsen easier to use, precise and smudge resistant (even with rubber cement and 


benzol). And your engraver or lithographer will love you for giving him such 


Black-on-Whites sweet copy to shoot from. Try Monsen B-on-W’s on your next job, and see 


the difference for yourself. 


Special ink aids in producing an ime Precision line-up table is used to 
pression that photographs better. check for perfect squareness. 


Monsen-Chicago, Inc. 
22 East Illinois Street, Dept. AR-3 


Gentlemen: Please send me a copy of your 
Typographic Handibook and full information 
about your nationwide service plan: 


Advanced proofing presses help The finished Black-on-White simplifies 
produce sharp, clean impressions. paste-up . . . gives better results. 


MONSEN-LOS ANGELES, 928 S. FIGUEROA ST. 
MONSEN-WASHINGTON, D.C., 509 F ST., N.W. 


company 
address 


city 


Monsen-Chicago, Inc. 


22 E. ILLINOIS ST., CHICAGO 11, ILLINOIS 
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composition with ease and minimum 
cost. 

Still, mixture of display is not too 
serious. The pinch comes when Lin- 
otype is mixed with Monotype, and 
the pressure becomes more severe if 
the two are set solid. Linotype slugs 
have small “strips” of metal, called 
ribs, put there to facilitate ejection 
from the mold. Monotype is cast 
smooth, except for compositor’s 
guiding nicks which indicate the 
bottom edge of a letter. When Lino 
and Mono are mixed, the Mono let- 
ters will not line up if they fall with- 
in the area between the ribs, hence 


a ragged appearance. If a leaded set- 
up is specified, the Linotype portions 
can be set solid, and cards or leads 
inserted above the Monotype (and 
below the Linotype) in order to 
provide a smooth surface for the 
tops of the mono sections. The inser- 
tion is a costly hand operation. 


> Occasionally the estimating end 
of the sales department will ask the 
printer if a magazine can be set for 
a price-per-page approximating that 
of one he prints. Superficially, the 
two books may be the same. Inso- 
far as general effect is concerned, 


A revolutionary 


new machine can bring you 
machine-set type in sizes 
from 4 point to 288 point 


WARWICK 


PHOTOTYPE 
PRODUCES 


uf 


or any intermediate size. 
Warwick Phototype comes 
to you directly on film for 
stripping in, or on paper 
for paste-up. Write for the 
complete Phototype story. 


WARWICK TYPOGRAPHERS, INC. 
Dept. F-7, 920 Washington Ave., St. Louis 1, Mo. 
Overnight by air mail from most of U.S. 


ee tea dd: 


WARWICK SERVES CLIENTS IN 33 STATES, PUERTO RICO, MEXICO AND CUBA 


LOOK, FELLOWS: THIS is what we mean 
about mixing type sizes and also faces. 
The point to remember is: DOES 
THIS STYLE of composition sell 
your reader on your editorial creation 
at a price that will return a fair profit? 


LOOK, FELLOWS: THIS is what we mean 
about mixing type sizes and also faces. 
The point to remember is: DOES 
THIS STYLE of composition sell 


your reader on your editorial creation 


at a price that will return a fair profit? 


there is little difference. The actual 
difference is the reason for the ques- 
tion by the estimating department. 

So-called expert typographers will 
tell you that a pleasing arrangement 
is not so much dependent on the ac- 
tual type families employed as it is 
on the arrangement of those faces. 
For example, Goudy Hand-too!-d 
initials will give the same _ typo- 
graphic effect as Jenson Open. Both 
give the appearance of a shaded or 
in-line figure. The former is a Mon- 
otype face, cast solid. The latter is 
a Ludlow face, cast on a recess slug, 
that is, a slug that is solid only in 
spots. To be used satisfactorily, the 
compositor has to be sure that the 
initial is a-straddle a rib on the slug, 
so that it will be solid and will have 
less tendency to tip over or break off 
when impression is applied. Too, the 
comp has to saw the initial out of 
the slug he sets it on, whereas with 
a Monotype initial all he has to do 
is go to the case and get the desired 
letter which has been previously cast 
as part of type-case maintenance 
and, therefore, not directly charge- 
able to the job using it. So an initial 
in Ludlow costs more, generally 
speaking. 

To cut a corner, by-pass Ludlow 
initials. There are many good Mon- 
otype and foundry type initials. In 
the case of the latter, however, re- 
member that they can be used for 
plating or reproduction and roto 
work only. Reason is that direct 
impression wears out the type, vir- 
tually irreplaceable in these times. 
There is “a war on” with back orders 
still unfilled. 

Of course, we’re assuming that the 
object of this article is apparent to 
you: If you want to cut corners, 
here’s how. If expense is no object, 
set your type the way you want it 
set. It’s your baby. If you want filet 
mignon, far be it from us printers to 
try to sell you hamburger as a sub- 
stitute! 44 
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So You've Got Troubles 


The next time the second vice 
president orders sweeping last min- 
ute changes in your copy, don't 
weep. Just call Premo Sports Pub- 
lications (New York), They'll sym- 
pathize. 




























The firm publishes large quan- 
tities of sports schedule booklets 
for many national advertisers. 
Things were looking up this spring 
as work was completed on a series 
of major league baseball schedules. 


Then came the blow! As a well- 
known writer said, “It might be 
well for baseball fans to check on 
their home baseball clubs and see 
if they are still there." 


















Milwaukee was happy; Boston 
Braves fans were sad; Baltimore 
was bewildered; St. Louis breathed 
a sigh of relief . . . and Premo 
burned the midnight oil. 















By release date, however, Pre- 
mo's schedules went out to millions 
of baseball fans with every change 
included. 


Bauer Announces New 
Horizon Light Face 


A versatile new typeface known 
as Horizon has been announced by 
Bauer Alphabets Inc. (New York). 
To date, only Horizon Light has been 


ABCDEFGHIJKLMNOPQ 






RSTUVWXYZ abcdefghi 





jklmnopqrstuvwxyz fififlft 





33!2°"«» ((T$*&1234567890 






cut, but Bauer also plans a bold and 
both light and bold italics. 

The entire Bauer art department, 
under Dr. Konrad Bauer, has 
worked for several years on the cre- 
ation of the new face. Horizon Light 
has been cut in 8, 10, 11, 12, 14, 16, 
18, 24, 30, 36, 48 and 60 pt. sizes. 

A four-page specimen sheet show- 
ing samples of all sizes of the face 
and advertising applications is avail- 


able. 










Quillscript Specimen 
Sheets Now Available 


Specimen sheets of American 
Type Founders’ (Elizabeth, N. J.) 
newest typeface, Quillscript, are 
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now available. They illustrate upper 
and lower case letters of the new 
= in sizes ranging from 14 to 48 + Callinntet, amnion, me peleile 
Designed by Tommy Thompson of as close as a foundry type has ever 
Norwalk, Conn., the new face is a come to the ancient art of callig- 
modern version of calligraphy. De- raphy. It is neither a ~~ ops Ber 
signer Thompson points out, how- traditional type face. Quillscript was 
ever, “It would be paradoxical to designed with a view to an easy flow 
call Quillscript a calligraphic type, of word structure and for use in all- 
because calligraphy and type just cap lines. About a dozen alternate 
were not ever meant for mixing to- characters are available to make the 
gether. Calligraphy ceases to be cal- face particularly facile. . 
ligraphy when it suffers any alter- ATF's specimen sheet shows bot 
ation or reproduction, particularly the standard and alternate charac- 


, a ; ‘s available. 
via metal type or printing. Making a 

° ° For your copy circle No. 725 on the 
calligraphy into type seems to me 


Reader's Service Card inside back cover 


like making a halftone of a litho- 
graph.” 
































How to save $9 


OFFSET USERS... now you can slash type bills by as much 
as 90% with Fototype, the new modern way to set headlines 
and body text right at your own desk. Yet the initial cost is 
so low that the savings on your first job could easily pay for it. 


Fototype is simple to use, fast, professional. Anyone in your 
office can learn to use it in five minutes. (A stenographer set 
this entire ad!) An office boy can set 15 clean, sharp charac- 
ters per minute, perfectly aligned, ready for offset, zincs or 
silk screen reproduction. 





"FOTOTYPE 


Ideal for house organs, 1413 ROSCOE STREET, CHICAGO 13 


l 
| 
ads, direct mail, catalogs, Please send me your FREE catalog | 
illustrating over 250 stvles and sizes of 

brochures or letterheads. je - . 
| 

| 

| 








PREMIUMS, PRIZES & SPECIALTIES 


Versatility in Premiums . 


These three window banners illus- same 
trate the versatility in Norges premium operations. All part of the 


campaign, 


Hliow Norge 
Uses Premiums 


The appliance firm believes that premiums should be an 
integral part of the advertising campaign and has developed 
an interesting premium operation based on this theory. 


By David H. Kutner 
Director of Advertising & Public 
Relations 
Norge Division 
Borg-Warner Corp. 

The right premium at the right 
time at the right place—that’s the 
truism for a successful promotion 
that we at Norge try to follow when- 
ever we're called upon to suggest a 
premium activity at the retail level. 

By the right premium, we mean 
a premium with a direct connection 
with our products. 

By the right time, we mean a time 
when the use of premiums can do 
the most good, and this definitely 
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rules out any year-’round use of 
premiums. 

And by the right place, we mean a 
distributor area where sales can 
most stand to benefit by premium 
stimulation. 


> The Norge formula will be in op- 
eration when a dealer in Bangor, 
Me., some month soon may offer 
housewives a Norge range and, as a 
premium, a five-piece set of Regal 
Ware cooking utensils. 

That same formula will work, too, 
seven months later when another 
dealer in San Diego, Calif., may sell 
a Norge washer and feature a bonus 
in the form of a clothes hamper, and 
a year’s supply of Tide or All. 


each of the banners offers a different set of 
premiums with the purchase of a Norge washer. 


And strange as it sounds, our pre- 
mium promotion formula is. still 
working when a dealer in Minneap- 
olis, Minn., sells a Norge refrigera- 
tor alone, with no other buying in- 
centive than the good name and 
reputation of our company. 


> Why is all this so? Because we at 
Norge believe that premium cam- 
paigns are just one more integrated 
part of an entire advertising and 
promotion program. This belief is 
held and practiced by most of the 
appliance industry. 

But we also believe that just as 
there is a time and a place for pro- 
fitable premium use, there are many 
more times when premiums are un- 
necessary, and therefore unprofit- 
able. 

Because the right premium, the 
right time, and the right place are 
all essential parts of our premium 
program, the entire premium opera- 
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tion is conducted strictly on a local 
level. While Norge selects and sug- 
gests the premiums, the distributors 
and dealers themselves decide when, 
where, and even if they will buy the 
premiums and use them. Of course, 
the supporting advertising and pub- 
licity is entirely local. Norge never 
promotes tie-ins nationally. 


> The premium offers I mentioned 
earlier are good examples of our op- 
eration. Take the Regal Ware offer, 
for instance. It is a “repeat” of one 
of our most successful premiums. 
The offer consists of the following 
items: 


A 2-quart gold covered sauce pan. 

e A 3-quart gold covered sauce pan. 

e A 3'%-quart gold covered Dutch 
oven. 

e An l1l-inch gold covered chicken 
fryer. 

e An aluminum insert for the Dutch 

oven. 


These five pieces have a retail 
value of over $25. They are made 
especially for Norge, with gold cov- 
ers to match the trim on our gas and 
electric ranges. This particular style 
is available only to Norge distrib- 
utors and dealers. 

When our dealers used this pre- 
mium offer some time ago, it helped 
to sell several thousand ranges. We 
have high hopes the repeat offer will 
do as well. 

The actual cost of the premium 
“package” to our distributors is 
$9.50 each. They are shipped direct 
to dealers and distributors by Regal 
Ware Inc. (Kewaskum, Wisc.). 


> While Regal Ware will probably 
ship 7,000 or more of the premium 
packages to Norge dealers and dis- 
tributors in the coming promotion, 
Norge itself will not buy a single 
pan. This is one of the keys to our 
successful premium operation. 
Each year we select a variety of 
tie-in premiums—ranging from tow- 
els to automatic ironers. We make 
all of the necessary arrangements to 
supply them to our distributors— 
but from that point the operation is 
in the hands of our distributors. 
The one area where we find pre- 
miums especially helpful is in the 
field of conventional washer sales. 
Competition is extremely keen, and 
the market is well saturated. In one 
of our campaigns to boost conven- 
tional washer sales, we suggested to 
Norge distributors and dealers nine 
different premiums which included: 


e Clothes Basket ... Available from 
Allied Industries Inc. (Des Moines) 
at $2.60 each. 
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@ Drain Tubs Available from 
W. P. Johnson Co. (Des Moines) at 
$8.70 per set. 


@ Drain Tubs 
Metal Products Inc. 
$8.45 per set. 


Available from 
(Houston) at 


e Year’s supply of Rinso.. . Avail- 
able from Lever Bros. Co. (New 
York) at $7 per case, less an adver- 
tising allowance of $1.75 per case. 
(Net delivered cost, $5.25 per case). 


@ Clothes Dryer ... Available from 
Godfrey Stern (Chicago) at $3.50 
each. 


e /8-piece Towel Set .. . Available 
from Mooresville Mills (Mooresville, 
N. Car.) at $6.23 per set. 


e Clothes Hamper . . . Available 
from Pearl-Wick Corp. (Long Is- 
land City, N. Y.) at $4.25 each. 


e Simplex Ironette 
from Speed Queen Corp. 
quin, Ill.) at $30.50. 


Available 
(Algon- 


e Stand Chair and Plastic Cover for 
Ironette ... Available from Lee In- 
dustries (Chicago) at $13.25 per set. 


> Norge arranged with each of these 
manufacturers to offer their prod- 
ucts as a premium. In most cases, 
such an arrangement had special ad- 
vantages for the manufacturer. For 
some it was an excellent opportunity 
for sampling of the product. For 
others the big advantage was the 
“free” advertising for the product 
in our dealer’s ads. For all it meant 
a big volume sale for their product. 
Such advantages usually lead man- 
ufacturers to offer their products at 
a reduced rate for premium use. 

As soon as we had lined up the 
premiums, we began laying the 
ground work for a promotional cam- 
paign. We prepared a variety of 
dealer ad mats in 4 col. x 12” and 
3 col. x 8” sizes; a variety of win- 
dow streamers, and _ illustration 
sheets for our distributors to use in 
promoting the premiums to dealers. 
Since all our premium campaigns 
are strictly optional and local, no 
national advertising of the premium 
promotion is prepared. 

At this point we turned the whole 
thing over to our distributors. Just 
how the premiums would be used 
was up to them. They could forget 
all about them and line up premiums 
of their own if they so desired. How- 
ever, experience has shown us that 
our distributors generally follow 
through on the premium offers we 
arrange. 


> When we announce the availabili- 
ty of the premiums and promotional 











materials, we send our distributors 
this suggested outline for the pre- 
mium operation: 


1. Select one and only one premi- 
um promotion for use on any one 
campaign. 


2. Place your order for actual 
quantities of the premiums you elect 
to use direct with the premium 
source of supply. 


3. Place your order for mats, pic- 
tures of the premiums, and window 
streamers, using the order form pro- 


vided. 


4. Prepare dealer announcement 
bulletin, dealer teaser mailing and 
suggested use of premiums on pro- 
motion. But, do not announce to 
wholesalesmen or dealers until all 
premiums and advertising material, 
including mats, are in your hands. 


5. Allocate advertising money for 
each dealer, recommending timing 
and number of dealer ads to be used 
during 30-day campaign. 


6. Hold sales meeting for whole- 
salesmen at which time you advise 
them of the entire promotion. Dis- 
play the premiums and the promo- 
tion washer and give wholesalesmen 
a graphic picture of the retail selling 
price on the deal, dealer cost and 
dealer profit dollar wise and per- 
centage wise for the entire package. 


7. Wholesalesmen should be sup- 
plied with mats and advertising ma- 
terial including instructions to ar- 
range with dealer and newspaper 
for appearance of ad on a specified 
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YEAR'S SUPPLY OF TIDE 


1 packages —enough 





a you for # whole year 
Reg rete: velve $6.00 


Dealer Ad Mats . Norge helps its 
dealers promote premium offers by furnish 
ing a variety of newspaper ad mats. 
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ideas 
from 


RCA VICTOR 


for promotions 
and premiums 


Want to coax a car to give 
its own Sales pitch? 


eeeeveeevoeevee eevee eeee eee ee * 


Or sell cereal with a trip to Mars? 


The “idea” file at the RCA Victor 
Custom Record Sales Division is bulg- 
ing with exciting new sales promotion 
uses for records. 

A fresh, new premium can put an 
extra kick in a promotion! A custom 
recording by RCA Victor with your 
special message can be a winner. Sound 
sells — and a long list of successes 
proves it! 

You'll find RCA Victor prepared to 
do a complete job of unmatched qual- 
ity — at a price that’s right. Script- 
writing, recording, re-recording, 
processing, pressing, packaging and 
shipping services all are available. 

Check the thought-starters shown 
here — then give us a call to see what 
we can work out together. 


Lt» If it’s your job 
a Lae to help 
7. gr « 


move” kids’ 
shoes, suits, 
cereals, how 
about a 
recorded trip 
to the moon 
Ripe as a premium? 


eeeeveeveeeee ee eG eeeeeeeene 


Custom 
Record 
Sales 


Radio Corporation of America, RCA Victor Division 
New York Hollywood 


TKks® 
‘WS wasrie s veer 


Chicago 


RCA Victor Custom Record Sales, Dept. R-70 * 
630 Fifth Avenue, New York 20, New York 
Rush me by return mail your free record 
and descriptive “idea” folder on the ef- 
fective use of records as: 

[] premiums 
NAME_____ 


1 promotions 


TITLE... 
FIRM____ 


ADDRESS 
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date. This should be done at time 
promotion is sold to dealer. 


8. Wholesalesmen should suggest to 
dealers other uses for the premiums, 
such as trading the premiums for 
trade-in washers, using with step- 
up on higher priced washers, etc. 


9. Dealer imprinted handbills which 
duplicate the newspaper display ad 
should be made available to dealers. 


> Flexibility is one of the main keys 
to our premium operation. We set up 
a suggested program for our distrib- 
utors, but we don’t try to control it 
beyond that point. We don’t guaran- 
tee the manufacturer of premiums 
that our dealers and distributors will 
use any specific quantity of their 
products, and we don’t assume any 
responsibility for handling of the 
premiums—the manufacturers re- 
ceive orders directly from the dis- 
tributors and ship direct. 

While we are continually investi- 
gating and adding new premiums to 
our list, many of them are almost 
continuous. Over the years we have 
built a “Library of Premiums” and 
from it our distributors can select 
the offer that works best in their 
particular areas. 

Summarizing, you can’t establish 
any hard and fast rules for appliance 
premiums. Nor can any manufac- 
turer’s sales be based on premium 
tie-ins alone. Premium promotions 
must always be considered as just a 
portion of the entire sales program, 
and must be operated within this 
framework. 

When necessary, the right premi- 
um at the right time in the right 
place can do much to stimulate sales. 
But we know—and so do most of our 
contemporaries—that the surest 
formula for continuing success is a 
well-built and superior performing 
product effectively advertised and 
backed by the manufacturer’s repu- 
tation. It is what we concentrate on 
year in and year out. 44 


‘| don't care what the surveys show... 
we can't use her as a premium in the 
contest!"’ 





Pass to Autumn Profits 
with your 1953 Football Booklet ! 


Increase sales and build good will with customers 
and prospects with this new promotion piece. Your 
company name and address on the front cover and 
your advertisements on pages 2, 3 and 4 of the 
cover, plus a double page spread in the center. 
No engravings necessary—you supply type, mechan- 
ical and artwork for your advertisements. 

Your own 1953 Football Schedule Booklet (48 pages, 

size 3%” x 6%”) is printed in 2-colors throughout. 

It contains: 

e You pick the Winners. ©1952 
Expert's predictions. 
Guess the 1953 Final 
Standings. 


Conference 
standings — All-Time 
Scoring Records. 


20 Monday Morning 
© 1953 Schedules of 320 Quarterback Quiz 
College teams with Questions and An- 
last year's scores, swers. 


their nicknames, home- 
towns, Coaches’ names 
and college colors. 


© Twelve-team Schedule 
of the National Pro- 
fessional Football 
league. 


¢ Stadium Seating Dia- 


grams of 48 college 
and professional sta- 
diums. 


1953 Records of Bowl 
Games—Passing Rec- 
ords—Longest Runs. 


Football Anecdotes— 
Watch these 1953 
College Players — 
1953 Calendar. 


Group pictures of 1952 
All-American Offen- 
sive and Defensive 
Players. 


This Football Booklet will work 
for you daily for 16 weeks. Use 
it throughout the Football Sea- 
son to boost sales and build 
good will. 


ACT NOW —we go to press 

July 15—start shipping’ Aug. 15. 

Write today for prices and full 

particulars. 
*Counter Display 
Holds 50 Booklets. 


PREMO SPORTS PUBLICATIONS, INC. 


270 Park Avenue New York 17, N. Y. 
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Smart Sellers use 

Balloon Gimmicks to... 

© swell sales in sagging 
areas 

@ give new models a 
big sendoff 


@ boost dealer enthu- 
siasm everywhere 


@ are inexpensive, easy to use 
e have real toy value as premiums 


© carrying printed adver- 
tising far and wide 


For samples, ideas, imprint and PARENTS 
low cost information—write ie 
NOW to Ad Service Depart- 
ment The PIONEER Rub- 4 
ber Company, 459 Tiffin 
Road, Willard, Ohio 


at O84 Mi uag 
a 


mock 
* Guaranteed by 
Good Housekeeping 
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Horse Emblem Decorates 








Kraft Souvenir Pieces 


A silhouette symbol of J. L. 
Kraft’s first delivery wagon pulled 
by the now famous horse, “Paddy,” 
is heralding the golden anniversary 
of Kraft Foods Co. (Chicago). The 
symbol is being incorporated into all 
consumer magazine advertising and 
featured in a variety of other pro- 
motions: 







This sales making 









as used by NORGE 













e One of the most unusual promo- 
tions is a special souvenir “gold” 


ashtray. During 1953, 30,000 of these 


> 


MODEL E-10 
Four Rubber Tips. 















ashtrays are being mailed to Kraft 
customers. They are sent in special 
mailing cartons with enclosed busi- 
ness cards. 


Overall height open 
position 33”. Gross 
weight 2 Ibs. 6 oz. 









e To remind Kraft clerks, stenogra- 
phers, factory workers and execu- 
tives that this year is a milestone in 
company progress, they are being 
presented with wood pencils bearing 
the anniversary legend. 












Designed by Women 


for Women 















e In addition to other forms, the 
original delivery wagon symbol is 
duplicated on a special gold decal, 
six inches in diameter, which is 












Approved by leading washing machine 
manufacturers and the World's largest soap 
producer — a real hot premium. 


The WASH DAY MAID has been tested, proven and acclaimed by 
tens of thousands of housewives. 


You and your dealers can increase your appliance sales by offering 
this new, modern combination clothes carrier, hamper and basket. 
It eliminates the old fashioned blind method of carrying clothes. It is 
carried suitcase fashion in one hand. 

All women want it for these features — FILL IT — table top height. 
FOLD IT — folds into compact clothes carrier. CARRY IT — leaves 
one hand free to open doors. 







Note also these construction features: 









Washable snap on basket @ Rust proof hamper for 















©@ Folds flat for compact soiled clothes 
storage ®@ Lightweight aluminum frame 
being used on the doors of all Kraft © Used with any type ° Right height at washer, 
production plants, sales offices, re- washer line or ironing 


tail and wholesale trucks and in 
other ways. 









You can make a very attractive offer with the WASH DAY MAID. 
This high-quality necessity will build sales and customer approval at a 
good profit. Get in touch with us now — you will want it for 

your next premium program. 


ALLIED INDUSTRIES, ING, cts ‘Moines: ows 






e The symbol in three-quarter-inch 
size appears on the company’s sta- 
tionery, envelopes, paychecks and 
thousands of inter-company forms. 














e Kraft’s annual sales meeting in 
Chicago last November was high- 
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lighted with observances of the 
golden anniversary. Badges for in- 
dividuals attending the meeting and 
banners proclaimed the anniversary 
year. Theme of the meeting was 
“Keep the Wagon Rollin’”—a ref- 
erence to Mr. Kraft’s first delivery 
wagon and a tribute to the men and 
women who keep today’s big deliv- 
ery trucks supplied and 
across the nation. 

e A special supplement to the com- 
pany’s house magazine, The Krafts- 
man, was sent to all patrons and 
workers early this year. The supple- 
ment, containing 28 pages of com- 
pany history in stories and pictures, 
was also distributed to a _ special 
mailing list which included newspa- 
per editors, county agents, farm edi- 
tors, servicemen who are former 
Kraft employes and industrial mag- 
azine editors. A total of over 100,000 
copies was distributed. 44 
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Advertisers Offered 
Imprinted Cigarets 


Cigarets as an advertising medium, 
as premiums and promotion devices, 
are a new idea of Your Name Ciga- 
rettes (Chicago) which grew out of 
the company’s sales of personally 
imprinted cigarets to clubs and ho- 
tels. Your Name has now expanded 
the service to include sales to adver- 
tisers. 

The company is equipped to han- 
dle any size order from the minimum 
of ten cartons to 10 thousand and 
delivery is promised within three 
weeks. Any design, colors or slogan 
specified by the advertiser can be 
reproduced by Your Name on each 
package. The advertiser’s company 
name also can be imprinted on the 
paper of each individual cigaret. 

A folder describing the cigarets, 
listing 25 nationally known com- 
panies who have used the cigarets as 


promotion pieces, and _ testimonial 
letters from other advertisers, is be- 
ing distributed by Your Name. 

Also suggested in the folder are 
nine uses for the cigarets including: 
gifts to important customers, at store 
openings, as personal Christmas 
presents, at conventions, sales meet- 
ings and for political advertising. 


For your py rcle N 726 on the 


Reader ervice Card inside back cover 


Plastic Doll Premiums 
Described in Catalog 


Bride dolls, dolls with wardrobes, 
“baby” dolls, “walking” dolls—plastic 
dolls of all types for use as premiums 
—are described and illustrated in a 
new catalog being distributed by 
Plastic Molded Arts Co. (Long Island 
City, N. Y.). 

The catalog also lists a variety of 
plastic articles including a wide 
range of toilet articles, a tot trainer, 
compacts, etc. 

Prices of the dolls range from $1.59 
retail for a small “baby” doll to 
$12.98 retail for a large “walking” 
doll. 


Ick cover 


Leather Premium Items 
Illustrated in Folder 


A handsome piece of luggage or a 
fine wallet has always been a popu- 
lar prize. Brecher Bros. Inc., (New 
York) has published a brochure il- 
lustrating its extensive line of at- 
tractive leather goods available to 
admen for use as premiums, sales- 
men incentive prizes, etc. 

The company offers more than 500 
items including brief bags, portfolios, 
sample cases, sewing kits, toilet kits, 
wallets and a variety of luggage 
styles. Prices range from $3 for a 
key case to $114 for an English cow- 
hide bag. 


MAGICALLY, TRUE SIGNATURES 
APPEAR IN 23 KARAT GOLD 


without personal fill-in cost! 


Our personalized “pocket handies” answer 
your search for a silent salesman reminder 
they’re sure to like and use for a long 
time — at trifling cost to you! Choice 
includes Automobile Travel and Expense 
Record, Golf or Bowling Record editions 
and sundry other valuable classifications 
—all with 3-year calendars on back cover. 
Just drop us a line — we'll have samples 
on your desk promptly, wherever you are! 


star oF tHe Wbcousde Means ine? 


493 C Street, Boston 10, Mass. 


The brochure _ illustrates — with 
several pages in full color—over a 
hundred of the leather items avail- 
able from the company. Brecher 
Bros. also will design and manufac- 
ture special leather items to fit spe- 
cific requirements. 


For your copy circle No 


Reader's Service Card inside ba 


Toro Gifts . . . These items are typical 
examples of advertising specialties which 
Toro Mfg. Co. supplies to its dealers as part 
of an expanding program of dealer identifi- 
cation. Shown from top to bottom are Zippo 
lighters, book matches, Ad Tip pencils and 
Ritepoint mechanical pencils. For additional 
details see “A Sign That Became a Sign, 
page 81. 
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By R. H. Schneberger 
General Service Manager 
Crosley Division 
Avco Manufacturing Corp. 
Cincinnati 


One of the most effective proce- 
dures in a sales, service, or sales 
training program is to hold meetings. 

Too often, however, the success of 
a program is seriously affected by 
the type of meeting held. The phys- 
ical set-up of the room, the proper- 
ties, as well as the manner in which 
the meeting is conducted have im- 
portant bearing on the result. Some- 
times an experienced speaker is 
handicapped by a poor meeting set- 
up; whereas even an inexperienced 
speaker may have a successful meet- 
ing because of the support of good 
physical arrangements. 


Preparation 


There is no substitute for ade- 
quate preparation; it gives one con- 
fidence. In addition to knowing what 
to say and how to say it, the prep- 
aration of the meeting room and 
details in connection with physical 
properties should be arranged well 
in advance. Some people comment 
that certain speakers have “good 
luck” in their meetings. It is not wise 
to depend on “luck.” To have a suc- 
cessful meeting one must plan ahead 
and be thoroughly prepared, leaving 
nothing to chance. 

There are a number of things to 
be given consideration in advance. 


Copyr ght 1953 by R. H. Schneberaer 
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If there are properties or exhibits 
such as appliances, parts, charts, 
films, projector, screen, etc., all these 
should be arranged, checked and re- 
checked to be sure that everything 
is in shape and that everything me- 
chanical is in working order. Let’s 
take up some of these items in detail. 


Charts 


If charts are to be used, a suitable 
chart holder should be provided. 
Place it where it is secure and 
where it will not have to be moved 
after the people are seated. If this 
arrangement would interfere with 
some other presentation, see that the 
chart stand is available where it can 
be moved quickly and without un- 
due disturbance. Be sure that charts 
are in proper order, and that you are 
familiar with their content and se- 
quence, so that you proceed from one 
to another naturally. 


Slide Films or Movies 


If there are slide films or movies 
to be shown, be sure the screen is 
properly located where it will be 
used. If it has to be placed later, 
chalk-mark the place on the floor, so 
it can be placed quickly at the prop- 
er time without confusion, and will 
result in the proper-size picture. 
The projector should be set up on a 
sturdy solid table, or stand; it should 
be tried out and focused before the 
people arrive. The film should be 
threaded properly beforehand. A 
trial run to be sure everything is in 
working order, in focus, etc., always 
helps. You will know it is right. 


AUDIO & VISUAL AIDS 





The cord and plug should be se- 
cure. If it has to run across the floor 
where people might kick it, tie it 
securely to the leg of the table at 
the projector and anchor it some 
way at the other end. If at all pos- 
sible, do not use extension cords 
with key sockets. These switches 
might be turned off inadvertently in 
the presentation or beforehand, and 
it is sometimes difficult to locate the 
trouble. If you have several exten- 
sion cords plugged into each other, 
it is a good idea to tie a knot at each 
joint, so they can’t be pulled apart. 

Be sure to rehearse darkening the 
rooms for the film showing. Try the 
shades or curtains. Be sure you 
know where the lights are turned 
off; be sure that when all the lights 
are off that the outlet into which you 
plug the projector is “live.” 

Trying to get these things ar- 
ranged under pressure is bad. Peo- 
ple in the audience soon lose in- 
terest if things don’t “click,” and it 
is difficult to get them back into the 
proper mood and line of thought. 
If you find yourself in such a predic- 
ament due to conditions beyond 
your control, it is wise to call a recess 
and be prepared when the audience 
comes back. The better way, how- 
ever, is to have things in ,order 
ahead of time. Thorough preparation 
is the secret of a successful meeting. 


Projectors 


Often a last minute set-up fails to 
function, because there may be a 
blown fuse in the electrical line to 
the outlet you wish to use; or it may 
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RCA VICTOR 


for audio-visual 
selling and 
sales promotion 


Want to hold one-man sales 
meetings all over the country? 


Or teach new safety techniques 
to plant employees? 


Then you'll want to look into the 
big possibilities of slidefilm with the 
sound supplied by an RCA Victor 
custom recording! 

When you send an RCA Victor re- 
cording along with your slidefilm, 
you know you've got a perfect 
match of sound and sight. All 
screenings are exactly alike... get 
the same clear, clean, unmatched 
quality of RCA Victor sound. 
Technically and servicewise, you'll 
find RCA Victor leads the field in 
all phases of recording, processing 
and pressing for slidefilm. You get 
the full benefit of RCA Victor’s ex- 
tensive music library... careful 
handling and prompt delivery... 
at a competitive price! 

Check the ideas shown here, then 
get in touch with a slidefilm pro- 
ducer. 


Try these! 


Introducing a new electronic com- 
puter? A sound slidefilm keeps your 
field service staff up on new instal- 
lations and service techniques. 
Product too big for your salesman 
to carry? A sound slidefilm can take 
its place! 


Phone or write Dept. R-70 
New York 20: 630 Fifth Avenue 
JUpDSON 2-5011 


Chicago 11: 445 N. Lake Shore Drive 
WHITEHALL 4-3215 


Hollywood 38: 1016 N. Sycamore Ave. 
HOLL Ywoop 4-5171 


“HIS MASTER'S VOICE” 


Radio Corporation of America —RCA Victor Divis 


be direct current, such as is encoun- 
tered in large office buildings in big 
cities. If there is any question about 
it, inquire before you plug in your 
equipment. If you don’t, you may 
damage your projector. 

It may be that some part of the 
projector mechanism has been dam- 
aged in transit, or for various other 
reasons you may find it impossible 
to show your film. All this can be 
avoided if all the equipment is 
checked an hour or two in advance 
of the meeting. This will give time 
to have such things corrected. It also 
gives you assurance that everything 
is ready to work, and you can have 
more poise in the presentation pre- 
ceding that part of the program. 


Public Address System 


If you are to use a microphone or 
a public address system, be sure to 
try it out ahead of time if at all pos- 
sible. Be sure that it is properly ad- 
justed, and properly attended if 
that is required. If a lapel micro- 
phone is to be used, be sure the cord 
is free and long enough to give you 
freedom of movement throughout 
the whole platform area you will 
use. Try it, walk through a part of 
your presentation, so that you won't 
find you have either the cord wound 
around some piece of equipment or 
yourself. Do all this before the 
meeting starts; preferably before the 
audience arrives. It is the easier 
way ... it is the sure way. 


Arrangement of the Room 


If the meeting is being held in a 
regular auditorium, those who have 
built it have looked after such things 
as lighting, heating, ventilation, ar- 
rangement of seating, platform, etc.; 
you have only to take advantage of 
all these facilities provided. But— 
be sure you do. 

However, you may not always be 
so fortunate. Often you may have to 
set up your own facilities in a bare 
room. This can work to your advan- 
tage or disadvantage, depending on 
your foresight and experience. 

It is always best to have the 
speaker facing the main source of 
light, such as a window. While this 
may be a little uncomfortable, re- 
member that you can endure a 
little discomfort, knowing that your 
audience is at ease. You don’t have 
to see them as well as they should 
see you; remember they don’t have 
to sit out the meeting, nor pay atten- 
tion if they are uncomfortable. 

Try to simulate the conditions in 
a good auditorium; remember the 
foot-lights shine into the performers, 
not at the audience. All other points 
being equal, this single arrangement 
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A GOOD MEETING ROOM | 
ARRANGEMENT 


alone may be the difference between 
success and failure of a meeting. 

If the room has windows on two 
opposite sides, or three sides, try to 
place the audience to face the blind 
wall. If, due to arrangements pre- 
viously made or beyond correction 
there are windows behind you, pull 
down the shades or draw the cur- 
tains, or do whatever possible so 
there is no light shining from behind 
you to annoy the audience. If you 
can’t do this, even a screen placed 
directly behind you will help. Re- 
member, people can’t see you or 
what you are doing if they are look- 
ing into a blinding light. The point 
to remember is to get a dark space 
behind you and lights shining onto 
you. 


Seating 


If at all possible have your seating 
arrangement compact, that is, not 
too wide nor too deep. This is par- 
ticularly important if you have 
charts, exhibits, etc. to show. If the 
audience is scattered ask them to 
move in closer. IMPORTANT: Give 
them the opportunity to do this 
before you start. Once you have be- 
gun, they won’t move. Experience 
will prove this to you. 


Use of Blackboards, Charts, etc. 


If you are using the stage or plat- 
form for displaying equipment, ap- 
pliances, etc., and will show films 
later, a good arrangement is to have 
the projector off to one side, near 
the rear of the room, “shooting” di- 
agonally across the room, allowing 
your screen to remain in place at 
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one side of the stage or floor so that 
you can show pictures without mov- 
ing the screen, or disturbing your 
display. Be sure, however, that the 
screen and picture are high enough 
so that people’s heads don’t inter- 
fere. See sketch for arrangement. 

It is very important where you 
place your charts or blackboard. 
The blackboard should be on the 
right-hand side of the platform. 
NOTE: Platform or stage positions 
are always “right” or “left” of the 
speaker as he stands FACING the 
audience. 

In writing on the blackboard you 
will stand in the way of your au- 
dience seeing what you write if it 
is in any other position. When it is 
at the extreme right of the platform 
you can readily stand slightly to the 
side of it and write with your right 
hand without obstructing anyone's 
view. It must be borne in mind that 
if people can’t see what you write, 
their interest lags, and it doesn’t 
take long to do so. If you are left 
handed, of course, you might want 
to place the blackboard at the other 
end of the platform. 

Having the blackboard at one 
side of the platform gives you a 
certain amount of freedom and re- 
laxation in walking to and from the 
board if you are speaking from the 
center of the stage. It also leaves 
it in full view when you step back 
to the center of the platform. You 
may want to refer to what you have 
written, and everybody can see it 
readily. 

If you use charts and a blackboard, 
the charts can be placed at the cen- 
ter of the stage, but be sure when 
you refer to them that you don't 
stand in front of them. Stand off to 
one side, preferably to the right. You 
can use a pointer, even if it is only 
a foot long, which allows you to step 
back out of the way of the audience, 
so that everybody can see. If you 
stand back almost in line beside the 
chart, it will give everybody an op- 
portunity to see, since it will prevent 
your obstructing their view. 


Avoid Distractions 


A room that is too cold or too 
warm, or where the ventilation is 
bad, or where there is a draft, de- 
tracts from the presentation. The 
most ideal conditions are those that 
result in no one thinking about or 
being aware of anything except what 
you are doing and saying. 

If there are some. distracting 
noises in the room or outside the 
room, try to have this condition cor- 
rected before you start or during 
intermission, which you may call 
any time if you have an extended 
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session and if you have full charge 
of the meeting. 

If you can’t do anything about the 
distraction, forget it: don’t let it 
bother you and detract from your 
part of the presentation. The evil is 
sufficient if it bothers the audience; 
don’t add to the distraction by being 
irritated yourself; your audience 
will detect it. Never underestimate 
your audience in that respect. 


About Platforms effects 
If you have a very large audience, 

it helps to talk from a raised plat- 

form. If your audience is small, how- 

ever, and you have an exhibit that anaglyphs? scopes? 

you wish ann ee see - ane you bi-color spectacles? 

get much closer to the audience, not 

only in proximity but in interest, if 

you place your table, stand, etc., on 

the floor level with them. or at Yes, we have the bi-colored spec- 


W hatever you call ’em—-we make ’em! 


least not more than one step up. tacles you need — in quantity — 
Don’t operate from a high level for 
a small audience. It is very uncom- 
fortable for people close to you to 
have to be looking up for a long ' : 
period; also their view of what you with. Call or write for samples, 
have on the table is blocked by the prices. Get fast action. 

table itself. These may all seem to be 

small considerations, but a success- FREEDMAN CUT-OUTS 
ful meeting is made up of a number 

of small things ie right. The 34 Hubert St., N.Y. 13, N.Y. 
smallest thing done wrong can mar CAnal 6-2750 

an otherwise perfect meeting. Dept. AR7 


for 3-dimensional printing = or 
movies, in red and blue or red 


and green, without ear pieces or 


we are Ga 


creative 


organization 


from the first ‘spark’ of an 
idea... 

to the final sales presentation 
we relieve you of all the 
biggest and smallest details 


* Rough “Idea” Layout 
* Final Layout 

*x Copy 

* Art 

* Engravings 

* Type Composition 

* Printing 

* Binding 


X-RAY VISUAL SALES METHOD, Inc. 


P.S. Be sure to read the article on 35 E. WACKER DRIVE 


the Plymouth Sales Album in the CHICAGO 1, ILLINOIS 
“PRINTING & BINDING” section. 





Properties 


Properties of any kind are always 
an asset from two angles. First, 
everyone is interested in seeing 
things, particularly new to them; or 
seeing how things operate, even 
though they may be familiar. Sec- 
ond, the properties you have if prop- 
erly arranged will take the place of 
an outline, since you can go from one 
subject to another as you are re- 
minded by your exhibits, in the way 
you have laid them out. You should 
always put them in some regular 
order, and if you repeat your pres- 
entation keep them in that same 
order until you find a better way. 

If you have appliances to show, be 
sure that all wrapping material is 
removed from the interiors. See that 
all accessories are in place and in 
working order. If you are to demon- 
strate any feature, try it ahead of 
time, so you know it will work when 
you want it to. 

Be sure everything is clean and 
dusted. Polish enameled and plated 
surfaces so they shine. See that 
everything is presented in its best 
light. You will be surprised at the 
difference this makes. 


More About Charts 


Large charts that can be seen by 
everyone in the audience are always 
an asset. Those with sketches or 
pictures, of course, are the most in- 
teresting. Charts with only reading 
matter are better than nothing, but 
never as valuable as pictures. The 
charts should not have on them a lot 
of reading material. But IF THEY 
HAVE, DON’T READ THE 
CHARTS TO THE AUDIENCE. 
People read faster than you do, and 
it is hard to put over the proper 
emphasis because when they are 
reading they are not listening to you 
unless you are right with them. It 
is best to have just a chart outline, 
with some important points or fig- 
ures that you want them to remem- 
ber. Then you can read your main 
point and talk around this to con- 
centrate their attention on that par- 
ticular subject or fact. The size of 
the chart or other exhibits should 
be prepared for your largest audi- 
ence, but even if charts are small 
use them; they can still be effective. 

If you have a picture or object to 
show—show it—even though it is 
a small picture or object and a large 
audience. It indicates you are at 
least making an attempt to bring 
them into the presentation. It helps 
you as well. Also, interest is aroused 
and people may come up after the 
meeting to see the picture or exhibit; 
that is always good. Remember— 
one picture is better than a thousand 
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SALESMEETING CHECK LIST 


1. Room Arrangement 


a. Is seating compactly arranged 
and facing away from bright 
outside light. 

b. Will people be comfortable. 
Is ventilation adequate. 

. Is lighting adequate—on the 
platform—on exhibits. 

e. Is platform proper size and 
height. 


. Properties & Charts 

. Are all exhibits in place. 

. Is all packing material removed. 

. ls everything clean, dusted and 
polished. 

. Is chart stand in place. 

. If not when and where will it be 
placed. 
Are charts and properties in 
proper order. 


Films, Projector and 
P. A. System 


a. Is projector light and sound 
working. 


words, and the actual article is supe- 
rior to a picture, so be sure that 
there is something for people to see 
and handle after the meeting. 

If you have certain points you 
wish to emphasize and you do not 
have permanent charts, you may, 
ahead of time, make these headings 
on paper charts with crayon, so that 
you can refer to them as you go 
along. If only a few points need to be 
emphasized, these can be written 
down as you bring them out. They 
can be written either on the black- 
board with chalk or on paper charts 
with crayon. However, if they are 
too involved, by all means do them 
ahead of time, since it is hard to 
write legibly under pressure, and the 
presentation will lag if it takes too 
long to write out your message. 


Retention 


Remember—it is not what you 
see or do that matters. It is what the 
audience gets and takes away with 
them that counts. It is an estab- 
lished fact that people remember 
only 10% of what they hear; 50% 
of what they see; 70% of what they 
say and 90% of what they do. 

So the closer you can get people 
to seeing, handling or doing things, 
the more retention you will get, the 
more successful your presentation 
will be. Demonstrations have the 
highest percentage of retention, be- 
cause people see as well as hear, and 
if they do something or handle 
something it helps fix it in their 
minds. A question period always 
helps retention. But this is another 
subject which is taken up in detail 


. Is film threaded properly. 


. Are all films and records on 
hand. 


d. Is screen in place. 


e. If not, when and where will it 
be placed. 


Are extension cords secure. 
. Is projector focused. 


. ls provision made for darkening 
room from outside light. 


Who will turn the lights on and 
off and on what cues. 


Is volume on public address 
system adjusted. 


. If necessary is attendant avail- 
able for P. A. system. 


If lapel mike is used is cord 
long enough and in place. 


These are just a few reminders. 
You may want to add to these as 
occasion requires. 


in a separate booklet dealing with 
the actual presentation. 


Preparation — The Key to 
Enthusiasm 


An effective presentation takes 
not only practice and experience, but 
thorough preparation. Preparation, 
as to the subject matter as well as 
the physical arrangements, is the 
key to enthusiasm. If you are famil- 
iar with your subject and know that 
everything is in order, it engenders 
confidence, poise and enthusiasm. 


Keep Improving 


If you have made every effort to 
provide facilities for the comfort and 
convenience of your audience; if you 
have had all your properties in or- 
der; if you have prepared your mes- 
sage so well that you are enthusias- 
tic and eager to present it, your 
meeting should be successful. 

In spite of adequate preparation, 
however, you may find you have 
neglected some detail. Make a note 
of it; remember to correct it next 
time. Be critical of yourself; con- 
stantly strive to improve your meet- 
ings. You will soon find that you too 
will be having successful meetings 
—not because you are “lucky”, but 
because you have made _ thorough 
preparation based on a knowledge 
of what to do. 44 

A booklet containing the text of 
this article is available from Tri- 
State Offset Co., 817 Main Street, 
Cincinnati 2, 0. Single copies cost 
15¢; 25 or more copies, 10¢ each 
postpaid. 
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Publish Revised Edition 
Of Curran Film Handbook 


A new and completely revised edi- 
tion of Charles W. Curran’s “The 
Handbook of TV & Film Technique” 
has just been 
published by 
Pellegrini &Cud- 
ahy (New York), 
$3. Authored by 
the president of 
Times Square 
Productions 
(New York), the 
handbook is a 
basic outline of 
film production procedures. 

Much of the material contained 
in Mr. Curran’s article in the Feb. 
issue of AR, “How to Avoid Pitfalls 
on the Road to Good Movie Produc- 
tion,” is included in the new 120- 
page handbook. Well illustrated and 
written in layman’s language, the 
book has an important place in the 
library of any adman who uses mo- 
tion pictures of any kind. 


Charles W. Curran 


> One of the most helpful features 
of the revised handbook is a list of 
do’s and don’ts of film making. Mr. 
Curran offers this checklist of rules: 
@e Do you actually need a motion 
picture, or will a slide film serve 
your purpose? 

e Is the picture to train, inform, 
teach, indoctrinate, orient, sell, ex- 
plain or entertain? Does the script 
do it? 

@ Don’t use color unless it is nec- 
essary to the subject, or enhances 
audience interest in the picture. 

@ Don’t try to crowd too much into 
too short a time. 


e Do keep dialog and narration to 
the minimum. 

@ Don’t try to make a pretentious 
picture with a low budget. 

@ Do remember that a simple action 
means more than lots of words—a 
shrug of the shoulder or shake of 
the head conveys more than a par- 
agraph of dialog. 

© Do try to include dialog sequences, 
or changes of voice in any voice- 
over picture more than five minutes 
in length. 

e Don’t start shooting until you feel 
the script is perfect. 

@ Don’t try to do too much with too 
little. 

e Don’t expect the director’s impro- 
visation to imperfect 
script. 


rescue an 


@e Don't expect anyone but an ex- 
perienced screenwriter to turn out a 
practical shooting script. 


e Don’t expect a professional per- 
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3-D Viewers for Toro... Toro Mfg. Co. 
offers its dealers three dimensional color 
pictures of its complete line of power 
mowers. For details see “A Sign That Be- 
came A Sign,’ page 81. 

formance from anyone but an expe- 
rienced motion picture performer. 
e Do be sure your props are ready 
and on hand before shooting com- 
mences. 

e Don’t use tricky wipes just be- 
cause they are available, nor tricky 
camera-angles unless they are abso- 
lutely needed. 

e Do remember the audience is not 
as clever as you can be. 

e Don’t entrust your film produc- 
tions to amateurs. 


e Do keep the picture smooth, sim- 
ple, straightforward so that it is sin- 
cere and realistic. 


e Don’t use animation for anything 
that can be done with live-action. 
@ Don’t talk about anything that is 
not on the screen, and say as little 
as possible about that. 


e Don’t expect photographers’ mod- 
els to be actors and actresses. 

e Do remember the majority of us 
are not pretty—and while a beauti- 
ful face helps, it isn’t absolutely 
necessary. 

e Don’t expect too much when 
viewing dailies, as you are seeing 
trims and out-takes which will not 
be in the finished film. 

® Do give your producer enough 
time to make yours the perfect sub- 
ject. 

@e Do counsel with your producer 
before the script is written and not 
when everything is thought to be 
settled. 

© Do remember motion pictures 
must move. If you don’t need mo- 
tion, you don’t need a motion pic- 
ture. 

e Do remember that the eye is 
quicker than the ear . . . don’t write 
narration you don’t have action for. 
e Do remember some ace directors 
strive for days to get a bit of action 


lasting only a second or two on the 
screen, so don’t expect too much for 
too little. 


>’ The book is divided into three 
sections—motion picture production, 
TV film production and production 
costs. Each is complete in itself. A 
special 22-page glossary of film pro- 
duction terms is included in the 
volume. 

The section on production costs 
gives dollar and cents figures on 
everything that is involved in film 
production. Mr. Curran points out 
that there are hundreds of factors 
involved in determining the final 
cost of a film—and he goes into de- 
tail to explain what must be con- 
sidered. However, he offers two 
rule-of-thumb methods to deter- 
mine costs in general: 

“One is that the average finished 
live-action business film will have 
an over-all cost of $1,000 a minute 
if produced in black and white, and 
about $1,250 in 16mm color . . . The 
average high-quality, live-action, 
live-dialog TV one-minute commer- 
cial will cost $2,000 if produced 
singly, and $1,200 if produced in lots 
of three or more. 

“The other is that the cost of each 
day of shooting will be about $1,100 
for the technicians, stage rent or 
transportation, raw film and equip- 
ment. He points out that this second 
rule of thumb accounts for about 
25% of the total production cost. 44 


oc Hi<+_« 
‘Next time you send over a new model 
tell her what we mean when we ask 


her to do a film strip!”’ 





Stock Market Lecture Robert G. 
Evans, stock market expert, lectures to his 
150 clients by tape recording his course 
Prospective subscribers to the series receive 
in Ampro tape recorder and sample lec- 
tures for free trial. If they decide to sub- 
ribe to the series, the tape recorder is in- 

sded in the cost of the lectures. Mr. Evans 
feels he can inject a more personal note 
nto his stock market analyses with the 
recording 


Stock Market Authority 
Records Weekly Series 


A lecture course series on stock 
market behavior with statistical 
analyses is being marketed to:+150 
clients via tape recordings by Rob- 
ert G. Evans, Chicago stock expert, 
in cooperation with Ampro Corp. 
(Chicago). 

For several years Mr. Evans 
searched for a way to inject more 
personality into his lecture course 
series. A few years ago he began ex- 
perimenting with tape recordings 
and developed the program he now 
uses. The main difficulty he en- 
countered in tape recording his lec- 
tures was to find a suitable method 
of providing his subscribers with re- 
corders. This was solved by a coop- 
erating plan with Ampro. 


> The present program works like 
this: To interested clients, Mr. Evans 
sends an Ampro tape recorder, to- 
gether with a tape explaining the 
lecture series plus a few sample 
lectures. The clients are invited to 
use the recorder for a month on a 
trial basis. Should they decide to 
subscribe to the entire series, the re- 
corder is included as part of the 
series cost. 

Series subscribers are divided into 
groups of eight. The tapes are dis- 
tributed by having members of each 
group exchange tapes by mailing 
them directly to others in the group. 
This speeds up distribution and also 
reduces the number of tapes needed. 

Mr. Evans has been pleased with 
the results of his new system. By re- 
placing the former written texts of 
his lectures with tape recordings he 
is able to present chatty, informal 
talks with a more personal touch 
valuable to a good lecture. 44 
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Radiant Screen Models 


Listed in New Catalog 


Projection screens ranging in size 
from 18” x 24” to 70” x 70” and in 
price from $3.85 to $480 are listed in 
a new catalog folder issued by Ra- 
diant Mfg. Corp. (Chicago). The 
folder also provides several handy 
tips on selecting a projection screen 
as well as a useful chart to help in 
choosing the correct size. 

The chart is based on room length, 
lens size and size of movies or slides 
to be shown and it shows the approx- 
imate size screen needed for each 
category. 

Nine different Radiant projection 
models are described and illustrated 
in the folder catalog including a 
huge screen, the “Colormaster,” de- 
signed for showing color stereo pic- 
tures; automatic wall models, and 
compact, economical models for small 
budgets. 44 

For 
ala 


GE Issues New Film 
To Sell Appliances 


A 26-minute black and white mo- 
tion picture, utilizing a _ situation- 
comedy theme to tell the story of the 
newest General Electric home laun- 
dry appliances, has been made avail- 
able for showings to educational, so- 
cial business, church, and _ civic 
groups. Titled “Rain or Shine,” the 
16-mm sound-film is being distrib- 
uted through 27 film exchanges of 
Modern Talking Picture Service 
Inc., Rockefeller Plaza, New York 
City. Showings also will be arranged 
by G-E major appliance distribu- 
tors and dealers. 

James H. Goss, general manager 
of GE’s home laundry equipment 
department, said that more than one 
million persons are expected to see 
the picture at about 9,000 showings 
during the coming year. 

The plot centers on the predica- 
ment of a young husband called up- 
on to do the family wash without the 
aid of automatic home laundry ap- 
pliances. 44 


Influence of Color 


Discussed in Film 


The impact of color upon everyday 
living is depicted in a 35mm slide 
film, Color Comes of Age, produced 
by Sarra (Chicago) for Martin- 
Senour Paint Co. (Chicago). 

The film was premiered at the 
opening of the annual convention of 


the Painting and Decorator Contrac- 
tors of America held in Chicago in 
March. The four-color camera 
sweeps across the country visiting 
noted architects, designers, color 
physicists, magazine editors, etc. and 
recording each one’s views on the 
importance and influence of color 
today. 

Milton Cross is the narrator. 
Among those interviewed in the film 
are Richard Neutra, famed Los An- 
geles architect; Elizabeth Gordon, 
editor of House Beautiful; Albert 
Kornfeld, editor-in-chief of House 
and Garden; Walter P. Paepcke, 
chairman of the board, Container 
Corp.; Harold Lloyd, film producer; 
and William Pahlmann, interior dec- 
orator. 

The film is available for showings 
to interested groups. 44 


CBS Story Filmed 


“The House that CBS Built,” a 
new 20-minute color sound film 
featuring the accomplishments of 
CBS-Columbia in communications 
and home entertainment fields, has 
been filmed by CBS-Columbia Inc. 
(Brooklyn). The film is being shown 
to selected television dealers. 

CBS-TV newscaster Douglas 
Edwards narrates the opening of the 
film and invites the television deal- 
ers to “share in the house that CBS 
has built.” Live actors and animation 
are employed to tell the CBS story. 
Don Wilson narrates the latter por- 
tion of the script which gives the 
dealers merchandising suggestions. 


Kodak Projector 
16mm silent movie projector—the Koda- 
scope Royal Projector—features positive- 
drive nylon-geared reel arms, permanent 
pre-lubrication and an ultra-fast f/1.6 Lu- 
menized projection lens and optical system. 
For convenience in threading, room lights 
or a ‘night light 


This new 


may be controlled auto 
matically from the projector. It lists at $245, 
including federal tax. 
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WINDOW & STORE DISPLAYS 


dealers with 


This 21-point checklist provides a starting 


point for planning point of purchase campaigns 


With an ever increasing use of 
point of purchase advertising mate- 
rials these days, and the always 
present attempt to “be different,” 
there is perhaps a tendency to over- 
look some of the fundamentals 
and some of the “old standby” meth- 
ods that have worked well for years. 

With that thought in mind, adver- 
tisers might well consider this 21- 
point checklist of methods by which 
they can aid their dealers with more 
or better point of purchase materials. 
While the list does not attempt to 
point out things that are new or 
different, it is valuable as a starting 
point for any point of purchase cam- 
paign. 


> Consider: 


1... . distributing store signs or 
posters that will work to close sales. 
If you are already using such mate- 
rials, consider the use of signs on 
which the message may be changed 
monthly. Paste-on messages can give 
signs constant newness at minimum 
cost. 


2 .. . distributing banners, pen- 
nants, etc., designed to (1) increase 
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sales of your products by direct 
reference and (2) increase sales of 
all of the dealer’s products by creat- 
ing a festive air. 


3... using the backs of counter 
cards, stand-ups and other point-of- 
sale materials for sales messages to 
dealers. 


4... printing or lithographing post- 
ers, signs, banners, etc. on both sides. 
This may double their life or let 
the dealer choose the message best 
suited to his clientele, or permit him 
to alternate the messages. They will 
cost more to produce, but the distri- 
bution and shipping costs will be no 
greater. 


5... distributing mobiles; these 
dangling, die-cut signs create mo- 
tion without an investment in power 
or mechanism. 


6... distributing racks in which 
dealer can display your products 
with greatest effectiveness, with or 
without related products. These are 
usually offered to dealer at a low 
price, often cost, along with a “deal” 
by which the dealer can recover his 


investment on the sale of his first 
order. 


7... revising packages so they can 
double as displays. 


8 .... distributing racks designed 
for use on or adjoining cash reg- 
isters, check-out counters or other 
high-impulse spots. These should be 
used for only your above-average- 
margin items, since dealers are re- 
luctant to use high traffic spots for 
anything else. 


9 ... distributing door and/or win- 
dow decals identifying stores or 
shops as sellers of your line. 


10... distributing clocks or ther- 
mometers with your sales message. 
These are usually distributed on the 
same basis as racks. 


. . . consider mobiles 





11... . distributing stand-up and 
other floor displays to (1) attract at- 
tention to the product by all passers- 
by, (2) to simulate a demonstration 
of your products or (3) to attract 
attention to your products over those 
of competitors. This last use is espe- 
cially advantageous in stores dis- 
playing rows of washing machines, 
refrigerators or other major appli- 
ances. 


12... distributing turntables and 
other moving displays which can be 
used to stop the eye (nothing is so 
effective as motion) and focus it on 
your products. Usually distributed 
on the same basis as racks. If this 
is too ambitious, you can provide 
plans and instructions for convert- 
ing old electric record-players (sec- 
ond hand shops are full of them) 
into display turntables. 


13... supplying price bulletin 
boards on which the names of your 
products are permanently lettered 
and space is allowed for dealers to 
letter additional items and to add 
prices. 


14 ... offering dealers packages of 
point-of-purchase materials for spe- 
cial events, such as a carnival week, 
back-to-school sale, inventory sale, 
old home week, clearance events, 
anniversary month, et cetera multa. 
Your products, naturally, will be 
featured in the materials. 


15... distributing cut-away models 
of your products, if they lend them- 
selves to it and if such displays will 
aid sales. 


16... distributing demonstration 
kits to dealers. These contain mate- 
rials and detailed instructions for 
demonstrating. For most purposes, 
simple demonstrations are most ef- 
fective because salespersons can 
find opportunities to stage them, 
while an elaborate demonstration, 
no matter how convincing, will often 
lay idle. (Example: When the action 
of glass finishing rods is questioned, 
dealers who have been instructed 
and equipped by the factory simply 
take the glass rod and bend it into 
a circle. Time: 5 seconds. Can such 
a simple and convincing demonstra- 
tion be devised for any of your 
products? ) 


17... using traveling demon- 
strators when more _ elaborate 
demonstrations are required. While 
practice varies from industry to in- 
dustry, demonstrators are largely 
paid by commissions from sales 
made at the demonstration. 


18 ... giving dealers samples for 
free distribution. 


19 .. . sampling by distributing 
coupons redeemable at the stores. 


20... dramatizing whatever guar- 
antees you now make by supplying 
dealers with impressive certificates 
which they sign as witnesses and 
present to customers at the time of 
purchase. Thus dealers will share 
in the good will generated by the 
guarantee. 


21... re-examining the effective- 
ness of detail men, who put point- 
of-sale materials up, explain their 
use, etc. Or consider using detail 
men if you are not so doing. Or 
consider using the services of com- 
panies that handle detail work on 
a fee basis. 44 


Publish New Brochure 
On Animated Displays 


Creating special effects with flash- 
ers, flickers and motion units is the 
subject of a new folder published 
by Betts & Betts Corp. (New York). 
The booklet, Animation in Displays, 
describes and illustrates 14 different 
examples of animated displays. 

One of the more unusual displays 
pictured in the booklet shows three 
children bobbing up and down on 
waves. The caption describes the 
motor unit used to create this effect. 
Another display achieves the effect 
of multiple action with one motion 
unit. In this Christmas display, a 
piece of ribbon links a bell to a 
Santa Claus. When the bell swings, 
Santa is lifted off his feet giving the 
impression that he actually tolls the 
bell. 

Displays are illustrated showing 
action of all types ranging from the 
special bobbing effect, rotary action, 
synchronous action to simple, single 
stroke action. 


Store Merchandisers 
Described in Folder 


Counter and floor merchandisers 
with excellent sales records proven 
over five and ten-year periods are 
pictured in a new folder issued by 
Harve Ferrill & Co. (Chicago). 
Among the merchandisers described 
are the highly successful Jockey 
shorts counter merchandiser, an El- 
gin watch window display piece and 
a counter dispenser display designed 
to resemble a small desk for Parker 


New Line of Ceramic 
Letters Introduced 


A new series of three-dimensional 
ceramic-plastic letters for signs and 
displays has been produced by Her- 
nard Mfg. Co. (Yonkers, N. Y.). The 
new line reflects the latest trends in 
letter design. The alphabets are 
available in a complete range of 
styles and sizes including 14 upper 
case and eight lower case styles. 

Hernard plans the addition of at 
least one new style or size each 
month. 

The letters are available in three 
types: Letters with hardened steel 
pins molded in back which can be 
attached firmly to any soft back- 
ground with slight pressure—in the 
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Ceramic Alphabets .. . This new line of 
three-dimensional plastic ceramic alphabets 
is available in a wide range of sizes and 
styles including upper case and eight lower 
case styles. Produced by Hernard Mfg. Co., 
the letters can be glued or pinned to signs 
or used as ledge letters. 


way a thumb tack is used; letters 
with sanded backs for gluing to hard 
surfaces, and track letters with lugs 
on the bottom to fit into channels for 
upright signs. This last type is ex- 
tensively used for departmental 
headings in stores and for counter 
and show window signs. All three 
types can be removed and re-used. 

The letters are finished in a 
smooth, white tile-like gloss which 
can be easily colored with any type 
paint, lacquer or show card color. 

Hernard is offering a catalog and 
samples of the new three-dimen- 
sional letters. 


your 


Thermoplastic Signs 
Described in Folder 


Striking three-dimensional dis- 
plays in thermoplastics and plastics 
are illustrated in a new brochure 
published by KCS Co. (Milwaukee). 
Each display is shown in full color 
with a description of size, embossing, 
air-brushing and other special effects 
used in creating each sign. 

Thirty examples of different com- 
panies’ uses of thermoplastic and 
plastic are pictured. The examples 
range from a special scroll for Dolly 
Madison Ice Cream to a dainty blue 
and white sign showing a pumpkin 
coach for Cinderella Frocks. 


For your copy circle No. 733 on the 
R Service Card inside back cover 


Wonder-Discs Offer 
Tackless Mounting 


An amazing little plastic disc 
which refuses to stick to the fingers 
but will hold posters, photos and a 
variety of other items to most any 
surface has been developed by a 
College Point, N. Y. stenographer. 

Called Wonder-Discs, the round 
pieces of plastic are useful for a 
number of purposes such as mount- 


FALPACO COATED 


BLANKS 
are the answer to 


ing display posters, holding artwork 
on drawing boards, “pasting” items 
in albums, etc. 

Adhesive on both sides, the discs 
are easily removed and may be used 
many times. Made of a transparent 
plastic, they are almost invisible 
when in use. Prices range from 25¢ 
for 41 discs to $5 for a thousand, 
postpaid. They are available in 59” 
and %” sizes. 

Samples and details are available. 


For your copy 
Reader s 


circle No. 734 on the 


Service Card inside back cover 


Describe Transparencies 


International Transparency Co. 
(Cleveland) distributes a four-color 
listing of its Quik-Stik transparen- 
cies—used as door, window, counter 
and mirror signs, or as auto emblems 
and counter strips. 

The transparencies are available 
in any shape or color combination, 
from simple art to halftone process 
reproductions. Twenty-two examples 
of the different transparencies and 
drawings showing the simple method 
of applying them are illustrated in 
the brochure. 


For your ¢ f 
Reader's Se 


your calendar problems 


It makes no difference whether your calen- 
dar is to be run offset or letterpress, the 
Falulah Paper Company has special coat- 


ings for each process, at no extra cost 


Outstanding advantages are maximum flat- 
ness, less tendency to curl, blue-white, 
smooth, level coating, and suitable for all 


types of binding. They assure finest repro- 
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Directions to Sales. . 


. The problem of tying together in one display 25 to 30 unrelated 


tems for home medicine chests was solved for Parke, Davis & Co. (Detroit) by Forbes Litho- 


graph Mfg. Co. (Boston) which created this 


sign-post’ display. The central sign board quickly 
calls shopper's attention to the fact that all items are 


Parke-Davis Quality Drug Products. 


The bright yellow, red and black color scheme is carried throughout to help tie the display 


together. Flexibility was achieved by arranging the small 


hot spot’ signs in punch-out cards 


like a jig-saw puzzle. The entire display can be shipped in one compact envelope 


Wood Display Letters 
Illustrated in Folder 


Three-dimensional stock wood let- 
ters for interior displays are de- 
scribed and illustrated in a brochure 
issued by Spanjer Brothers, Inc. 
(Chicago). The company offers 
many. styles of letters for use in 
ledge displays, bulletins, 
signs and other displays. 

Letters for ledge displays are 
available in Futura and Ribbon 
styles. These are stock letters and 
can be shipped immediately upon 
order. 


direction 


Font assortments of small wooden 
display letters for bulletins and in- 
terior direction signs are available 
in many styles including Futura, 
Garamond and Huxley Gothic in 
assortments of 250, 500 and 1,000 
letters. 

Special letters such as logotypes, 
etc. can be made to the advertiser's 
specification and are available in a 
complete range of sizes. 

Spanjer letters are laquered by 
the company in any standard color— 
special colors can be matched at 
extra cost. 

The brochure also describes the 
company’s mounting service. Letters 
can be either base or panel mounted 
and can be spaced according to the 
advertiser’s layout specifications. 

Also available are plastic letters. 

For 


your copy circle No 736 on the 
Reader's Service Card inside back cover 


Colorful Plastic Figures 
Produced by Plasto Mfg. 


Romantic and comic figures — 
three-dirnensional representations of 
trademarks and miniature replicas of 
products—created by Plasto Mfg. Co. 
(Chicago) are colorfully pictured in 
a folder issued by the company. 

The point of purchase figures are 
molded in “palestic’—a durable 
combination of plastic and gypsum. 
Thirty examples of statuettes and 
premium items are illustrated in the 
folder. The figures range in size from 
a 22” x 10” x 18” bust of Sir John 
Falstaff for Falstaff Brewing Co. to 
a 3” x 216” x 319” miniature Whirl- 
pool washing machine cigaret box. 

Among the other examples illus- 
trated are: Drewry Ltd.’s Northwest 
Mountie and horse figures—a three- 
dimensional display for bar counters 
or walls; a reproduction of an old- 
fashioned saloon for Pilsen Brewing 
Co., and 15” high replica of Peter 
Rabbit for Creveling Shoe Co. 


r your py circle No 37 n the 
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Compact Motion Units 
Described in Folder 


Simply designed, economical mo- 
tion units in a wide range of styles 
and sizes are illustrated and de- 
scribed in a brochure issued by 
Hankscraft Co. (Reedsburg, Wis.). 


The motion units illustrated include 
a single flashlight battery unit of- 
fered for 89¢ and a variety of larger 
units including a combination mo- 
tion and blinking light unit that 
operates on a 6-volt lantern battery. 

Six different models produced by 
Hankscraft are described in the bro- 
chure. Each type is custom built to 
fulfill certain display requirements 
such as speed of motion and range of 
action. Swing of the animated part 
may vary from 15 to 150 degrees. 
Motors can be equipped with a flash- 
er light for installation at any point 
on the display. Battery life for the 
units ranges from three weeks to 
three months, depending upon the 
load. 

Five examples of window display 
cards which use Hankscraft motion 
units are also illustrated in the bro- 
chure. 


Lewyt Develops Iry-lt 
Display for Dealers 


A “Try It Yourself” display built 
around a Lewyt cleaner is the central 
feature of Lewyt’s new spring self- 
service display kit. With this dis- 
play, the customer can actually de- 
monstrate the machine to himself. 
It is in keeping with the modern 
sales trend of customer self-service 
and making things easier for the 
retailer and his salesmen. 

The “Try It Yourself” unit is 
handsomely printed in Day-Glo col- 
ors. It directs the potential pur- 
chaser simply to press the switch 
to “hear how quiet” and also to 
“feel how powerful” it is. The “No 
Dust Bag to Empty” slogan, made 
famous by Lewyt, is also highlighted 
in the display. A die-cut arrow, 
also boldly printed in Day-Glo, 
points to the switch turning on the 
machine. The unit was designed 
and produced by Einson-Freeman 
Co. (Long Island City, N.Y.). 

Included in the kit is a plasticized 


version of Lewyt’s national con- 


me LEW YT | 


Pe.) capone 
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Stop Sign .. . An arresting slogan and 
a swinging bell stop passers-by and attract 
their attention to Porto-Ped Air Cushion 
Shoes. The mock railroad crossing warning 
sign display was created by Milprint Inc. 
(Milwaukee) for Weyenberg Shoe Mfg. Co 
(Milwaukee). The stop sign stands out from 
the cloud background to create a three- 
dimensional effect, and a sample shoe gets 
the spotlight in the front-center. 


sumer ad announcing the endorse- 
ment of the cleaner by the National 
Institute of Rug Cleaners, an organi- 
zation representing the professional 
rug cleaners of America. This sign 
is to be hung alongside the display. 
The advertisement kicks off the 
company’s $1,000,000 spring adver- 
tising campaign and appears in 18 
consumer magazines. 

As part of Lewyt’s program to an- 
nounce this endorsement, the com- 
pany has also included a tag in 
the kit which further amplifies the 
NIRC endorsement. The tag will 
hang from the handle of the de- 
monstration cleaner where the cus- 
tomer can easily read it. 

Two window streamers are in- 
cluded. One carries the seal of the 
NIRC and headlines the endorse- 
ment of the cleaner. The other win- 
dow streamer suggests the passer- 
by come into the store and find out 
about the dealer’s “Spring House 
Cleaning Offer.” The dealer can 
choose from Lewyt’s ten promotions 
the one most applicable to his own 
operation and community. 

The last item in the kit is a “Baby 
Billboard.” This is a miniature ver- 
sion of billboards Lewyt is using in 
its spring outdoor program. The 
“Baby Billboard” ties the dealer 
directly into this national outdoor 
campaign and identifies him as an 
authorized dealer. 44 
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Plastikolor Sample 
Included in Booklet 


Transparencies for point of pur- 
chase displays, which are said to 
save up to 90% of the cost of other 
film transparencies, are featured in 
a colorful booklet just issued by 
William Melish Harris Associates 
(New York). Called Plastikolor- 
Pix, the Harris transparencies are 
produced without dots or screens on 
a waterproof, weatherproof, wash- 
able plastic. 

Harris’ booklet features an actual 
sample of a Plastikolor-Pix pro- 
duced for Ford Motor Co. It is 
framed in a die-cut window in the 
booklet’s cover. The 20-page book- 
let also contains 20 examples of dis- 
plays featuring the transparencies. 


>» Some of the key features of Plas- 
tikolor-Pix are listed in the booklet: 


e Permanent, fade-proof 
not aniline dyes. 


colors— 


e Picture is printed on both sides of 
film, giving depth of color. 

e Plastikolor-Pix reproduce in col- 
or any art, color film or photograph. 


e Any quantity can be produced 
from 500 to millions. 


@ Cost: From 98¢ each for 500 sets 
of five individual pictures to 34 
each for 5,000 sets of five pictures. 


14,000 Retail Stores 
Promote Cotton Week 


Participation in National Cotton 
Week promotions, May 11-16, this 
year was the broadest and most ex- 
tensive in the 23-year history of the 
event. More than 14,000 retail out- 
lets dramatized cotton clothing, fur- 
nishings, etc. with elaborate store- 
wide promotions, window and inte- 
rior displays. 

More than 54,000 Cotton Week 
posters and streamers with the le- 
gend “It’s Cotton Time,” (see April 
AR, “How to Promote a Week,” 
page 11) were used by stores across 
the country. Cotton fashion shows, 
balls, exhibits, pageants, coronation 
of special kings and queens and car- 
nivals were held in observation of 
the week. Cotton bolls, dropped 
from an airplane on California’s San 
Joaquin Valley and from the roof 
of William F. Gable Co.’s depart- 
ment store in Altoona, Pa., were 
among the many spectacular de- 
monstrations staged during the 
week. 44 


TEL-A-STORY Automatic 
Advertising Projector 


Presents your product story continuously 

hour after hour in natural color on 

COUNTERS, DISPLAY TABLES or in 
WINDOWS. 


For Information Write Dept. AR5 


TEL-A-STORY, INC. 


523 Main Street, Davenport, lowa 


— Suppliers 


are invited — 


to keep the editors of Adver- 
tising Requirements advised 
at all times of new develop- 
ments, new products, new 
processes, and new ideas of all 
kinds which might be of inter- 


est and value to our readers. 
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When preparing dealer ad mats, 
consider the retailer's point 


of view ... and receive 


Better 
Advertising 


y . 
Cooperation 


By Wilfrid S. Rowe 
Advertising Manager 
Sterling National Bank & Trust Co. 
New York 


Is your mat maker the only one 
profiting from your retail advertis- 
ing program, Mr. Manufacturer? In 
many cases he is, because much of 
the material received from manufac- 
turers is unfit for retail use and 
makes a fast, one way trip from mail 
desk to waste basket. 

Here are five points to bear in 
mind when planning your mat serv- 
ice for retailers: 

1. Coordination 
2. Production 

3. Usable sizes 
4. Copy 

5. Mailing 

Let us discuss these five overlap- 
ping points one at a time. 


Coordination 


One of my pet manufacturers fur- 
nishes a multi-ring loose-leaf book 
carrying reproductions of all avail- 
able newspaper mats. Each repro- 
duction gives the sizes in which 
mats are available and a mat num- 
ber. Business reply cards carry 
matching numbers to check off as 
required. Additional pages are fur- 
nished as new mats become avail- 
able. Supplementary materials that 
this manufacturer makes available 
for the retail ad manager are glossy 
photos, point of sale displays, en- 
velope inserts, transcriptions and 
spot films. 
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When a mat is requested from this 
particular manufacturer, it is re- 
ceived a few days after the postal 
card is mailed, together with dupli- 
cate proofs which are often essential 
to the one man advertising depart- 
ment. A covering letter is sent in 
advance of the mats. And the mats 
are received in good condition. 


>Contrast that to the more normal 
routine. A mat, or a few mats—or 
a large batch of mats—arrives “cold.” 
Proofs, if any, have been hastily 
tossed into the package and may or 
may not match up with the mats 
themselves. 

A request for newspaper mats to 
many manufacturers goes unheeded 
for weeks, perhaps forever. Much 
good promotional merchandise never 
reached its full sales potential be- 
cause it could not be illustrated in 
an advertisement. 

You may ask why the retailer, tf 
he is that interested in a certain 
piece of merchandise, does not make 
his own engravings. The two-fold 
answer is simple: first, he can find 
someone else’s mats to use, some 
other item to promote! Second, he 
would rather put his money into 
space and direct mail and time costs 
than into production costs. 


> Retailers will always find mats to 
use—and they might as well be your 
mats. They will be your mats if you 
furnish your retail accounts with 
what they need and not with what 
you think they should use. To say 
the same thing in a different way, 
bear foremost in your mind that re- 


tail sales are made on a competitive 
basis, not by featuring Zilch’s Com- 
forters in large, fancy type. 

When you introduce a new prod- 
uct or a new line, spend some of 
your time looking at the item from 
the retailer's point of view. Have 
mats made up in two or three sizes. 
Mail proofs and a reply card to your 
accounts or route incoming orders 
through your advertising depart- 
ment so that retailers will automati- 
cally receive mats (and glossy pho- 
tos, too, if they play an important 
role in your retail selling picture) 
of new merchandise. 

Your sales force should be thor- 
oughly acquainted with all available 
dealer helps. Incredible as it may 
seem to you, some representatives 
do not know whether or not their 
company has mats, displays or en- 
velope stuffers available! 


So, point number one to remem- 
ber is that you should coordi- 
nate your retail promotional 
material and make it readily 
available to dealers. 


Production 

The difference in cost between a 
poor engraving and a good one is 
small, yet that small difference can 
make or break the usability of your 
mats. 

If you are like most manufactur- 
ers, in that your retailers are lo- 
cated in large and small cities, towns 
and villages, bear in mind that many 
of your accounts place their space 
advertisements in newspapers that 
have antiquated equipment. 





Old stereotyping equipment and 
old presses demand mats made from 
deep-etched cuts. Your original en- 
gravings must be up to a _ high 
standard and without sinks if your 
mats are to meet the competition in 
the field. 


> Going back a step or two further, 
be critical of your artwork, photog- 
raphy and typography. One of the 
largest corporations in the country 
errs gravely in this respect. Its na- 
tional advertising is superb; the art- 
work for its dealer mats is so crude 
that the human figures actually ap- 
pear to be deformed! 


And yet that manufacturer spends 
almost as much money as it would to 
turn out attractive and usable mats. 
A few more dollars spent for origi- 


nal artwork would make all the dif- 
ference. 


If you do produce newspaper 
mats, spend the small fraction 
that makes the difference be- 
tween those your dealers use 
and those they toss away. 


Usable Sizes 

Don’t think in terms of a Macy 
sale unless you are doing the work 
for Macy! For argument’s sake, let’s 
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say that you are selling to Macy— 
selling an electrical home workshop 
kit that retails for $29.95. 

Macy, to continue the theoretical 
case, advertises your little wonder 
with half page ads in two New York 
Sunday newspapers. During the 
next week they receive 2,500 orders. 
Nice business. So nice that it leads 
easily to illogical conclusions con- 
cerning the rest of your retail ac- 
counts. 

Would you, as the manufacturer of 
the $29.95 item, reason from such an 
experience, that all your accounts 
are panting to run half or full page 
ads on the same item? 


> Many manufacturers follow that 
very line of reasoning, prepare ads 
accordingly—and lose out. Joe’s 
Hardware Store, a good small town 
account, couldn’t move a hundred 
of the same item in a year. Joe can- 
not reach an audience comparable to 
that of any New York English lan- 
guage newspaper, perhaps not that 
of a New York foreign language pa- 
per. He would like to tell people that 
he has your little wonder—but he 
also has to tell them the price of his 
lawn mowers, rakes and grass seed, 
or the price of his rock salt, snow 
shovels and fireplace equipment. 

A half page mat leaves Joe with 
four alternatives. He may be able 
to get a mat from the local news- 
paper’s mat service. He may be able 
to make a partial casting from yours. 
He can describe your product with- 
out benefit of illustration. Or he can 
skip it and hope people will see it 
on display in his store. 

On the other hand, given a choice 
of, say, a one-column and a two- 
column mat, Joe is very likely to 
show your item in his advertisement. 


So let’s remember that the item 
which may be your bread and 
butter may be no more than a 
retailer’s salt. Give him mats 
that tie in with his idea of your 
product’s importance—not yours. 


Copy 


Never the twain shall meet. There 
will always be a difference between 
national and retail copy—so don’t 
clutter up your mats with a lot of 
flowery verbiage, or garbage, as it 
is sometimes so rightly called. 

A filing cabinet manufacturer may 
advertise in Time that his files are 
“slip, tip and gyp-proof.” Jack’s 
Corner Stationery, advertising in a 
local paper, would be more inclined 
to a headline that said, “Save $19.50.” 
Jack’s customers do not arrive in 
the morning and afternoon mail: 
they walk in through a single door. 
Let your national advertising tell 
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one side of your story; let Jack tell 
it on his own level. 

“Suggested copy” or “tips for copy 
writers” is usually better than copy 
that is part of a mat. A mimeo- 
graphed page or two can contain all 
the principal features of your prod- 
uct, plus two or three suggestions 
for headlines and copy slants. 


> The same people who delight in 

oversized mats usually revel in their 

own names and include them wher- 

ever humanly possible. Their names 

(which many of them never bother 

to advertise nationally) are super- ; %, 
imposed over every _ illustration, i) 
bearing more than a casual resem- oO 


_o 


blance to the cancellation on a post- 
age stamp. 

The names appear in reverse, Ben 
Day, large script, Cooper Black or 
Ultra Bodoni. Usually the imposed 
type reads something like this: “The 
Super-Comfortable Famous ZEKE 
Lounge Chair. Look for the famous 
ZEKE label on all your chairs. The 
famous ZEKE label is your guaran- 
tee of style, comfort, luxury and 
long-wearing quality.” 

Real snappy copy! 

Maybe some people can’t resist 
running a full page mat crammed 
with that sort of thing. I always 
could. 


Copy for retailers should be on 
the retail level. Separate sheets 
of suggested copy are helpful. 
Retailers should not be expect- 
ed to promote your name if you 
do not carry the lion’s share of 
the load in your own national 
advertising. 
Mailing 

Now you have the perfect ad, in 
the proper sizes, well produced. All 
you have to do is get it from your 
advertising department to Lou’s 
Line Shop, 500 miles away. 

Did you buy your containers on a 
price basis, or did you test several 
for strength? 

A cracked mat is useless. Lou may 
write back and ask for another. He 
may not. 

The writer has seen advertising 
plans revised merely because a 
cracked mat was received a day or 
two before the deadline and there 
was not time to write for replace- 
ment. 


Package your dealer helps so 
that they will arrive at their 
destination in good condition. 
Your entire cost is wasted if 
your retailers cannot make use 
of the material they receive. 


> Aside from newspaper advertis- 
ing, a retailer may still have his 
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Electrotype Service 


for National 
Accounts 


Airmail us your originals and shipping labels, 
and we'll do all the rest—airmailing your 
electros, stereos, mats, and plastic plates out 
to publications and dealers on one of the 
fastest schedules maintained by any plant in 
the U. S. Established 28 years at the cross- 
roads of America, with unlimited air and 
rail transport everywhere, we save you valu- 
able time—and money, too. Send us a trial 
order, or write for details, today. 
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headaches when planning his adver- 
tising. 

Take the case of a retailer plan- 
ning a rotogravure or offset direct 
mail piece. He places his order (as- 
sured of full cooperation by the 
manufacturer’s saelsman) and plans 
his mailing piece. He requires glossy 
photographs. 

He may again be faced with the 
incredible. Manufacturers have been 
known to refuse to take a photo- 
graph and supply a retailer with a 
glossy. 

If the dealer is planning to pro- 
mote a seasonal item, he must have 
photographs in advance, to prepare 
a direct mail piece. 

A manufacturer who is shipping 
on a daily basis can certainly find 
a photographer to take an acceptable 
picture of his product without going 
bankrupt. Most manufacturers re- 
alize the importance of such cooper- 
ation (wholesale volume, in the end, 
does depend upon retail sales). Oth- 
ers refuse to cooperate and suffer the 
consequences. 

Look at your over-all dealer help 
program from the retail point of 
view and chances are entirely in 
your favor that you will receive in 
return just what the title of this 
article promises: better advertising 
cooperation. 44 


Formulate New Offset 
Plate Making Process 


A new method of producing offset 
plates said to insure a fine, uniform 
grain, has been announced by Harold 
M. Pitman Co. The new method, 
called Uniprocess, features a one- 
time-use metal plate. 

The fine grain of the plate, pro- 
duced by the new process, is deep 
enough to give satisfactory water 


“It's the office, dear .. you forgot the 
halftones on that deadline national ad 
. whatever that means.” 


control on the press but not so coarse 
as to interfere with the reproduction 
of fine dots and lines. Many of the 
old problems of kinks and work on 
regrains are eliminated by not re- 
using plates. 

A group of processing chemicals 
has been developed expressly for use 
with the Uni-Plates. 

The Uni-Plates are now available 
in all standard press sizes up to 
4712” x 59”. The process is economi- 
cal to use and produces good quality 
results. Further details and demon- 
strations are available from Pitman. 

a4 


Plate Exposure Unit... With the use 
of A. B. Dick Co.'s new photo-offset plate 
exposure unit, professional halftones plates 
can be reproduced by an offset duplicator 
owner in a few minutes under ordinary office 
conditions. ‘Picture window’ design of this 
unit also makes it possible for operator to 
prevent work from slipping out of position. 


Company Designs New 
Plate Exposure Unit 


A new photo-offset plate expo- 
sure unit is being manufactured by 
A. B. Dick Co. (Chicago). The new 
product—the 106 plate exposure unit 
—makes it possible for the offset 
duplicator owner to make profes- 
sional halftone picture reproducing 
plates in ordinary office surround- 
ings in a few minutes. 

The new design offers such benefits 
as: part of a film negative can be ex- 
posed without cutting or re-masking 
it; negatives of uneven thickness can 
be exposed with use of a self-ad- 
justing contact frame; pressure be- 
tween negative and plate can be in- 
creased with a simple adjustment 
and the “picture window” design of 
the unit allows the operator to watch 
the work carefully. 

The company is offering free lit- 
erature describing the new unit. 


For your copy circle No. 740 on the 
Reader's Service Card inside back cover 
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SIGNS & IDENTIFICATION MATERIALS 


asisn 


that 
became 


a sign 


Toro dealers requested a sign that had never been 


produced ...so the company had one designed. 


For several years, a silhouette sign 
has served as the advertising logo 
for Toro Mfg. Co., Minneapolis 
manufacturer of power lawn mow- 
ers. It has appeared in national ads, 
on various illuminated window signs, 
direct mail pieces and other adver- 
tising materials. But, strangely 
enough, it has never been available 
as a silhouette sign, itself. 

Every year, the Minnesota firm has 
been getting requests from dealers 
for the sign. This year, with an ex- 
panded dealer identification program 
playing an important part in Toro’s 
advertising, the dealers’ requests are 
being answered. 

An 18” x 18” steel sign has been 
developed. As might be expected, 
it features the popular sign logo. 
Actually, the production of such a 
sign was not as easy as might be 
imagined. A silhouette sign has the 
major handicap of being readable 
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from only one side and such a sign 
would have only limited use. 


>Toro’s advertising department, 
headed by Bill Hanvik, troubled over 
this problem for quite a while before 
hitting on a practical solution. The 
result: A heavy 18-gauge _ lead- 
coated steel sign with a white lac- 
quer coating and the silhouette em- 
blem silk screened in black on both 
sides. It hangs from a black wrought- 
iron bracket, giving the appearance 
of the typical cut-out silhouette sign. 
Produced by The Photoplating Co. 
(Minneapolis), the attractive sign is 
available to Toro dealers for only 
$5.25. For those who do not have a 
suitable place to hang this sign, an- 
other, with copy on only one side for 
attaching to the side of a building, 
fence or wall, is available at $3. 
The sign is an important part of 
a new concentration on dealer iden- 


POWER MONCES 


tification. Actually, greater emphasis 
on dealer sales has been an impor- 
tant element in an advertising, mer- 
chandising and promotion program 
that has brought Toro to the number 
one position in its industry follow- 
ing a post-war reorganization. 


> Toro has been in the field of power 
mower equipment for many years. 
It got its start in 1914, when the com- 
pany was founded to build engines 
for farm tractors. In 1920, Toro be- 
gan experimenting with tractor 
power for pulling gang mowers 
around a local golf course and has 
been in this field ever since. 

Three young war vets took over 
the reins of the business in 1945 and 
gambled on expansion into a con- 
sumer market for power mowers. 
At that time, power mowers were 
only a dream for the average home 
owner. Mr. John Q. Public looked 
on with envy as the groundskeeper 
at the local golf course guided his 
motor-driven blades over the velvet 
greens. 

Today, the situation has changed 
drastically. With more people living 
in suburbs, higher and 
power mower prices within the range 
of most homeowners’ pocketbooks, 
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ALL-PURPOSE 
BOARD 


Note these features 


1. ALL STEEL 
CONSTRUCTION 


2. ENAMEL FINISH 
3. MODERN STYLING 


4. SIGN PANEL CHANGED 
IN TWO MINUTES 


It’s a 3inl board 
1. PROCESS 
2. PASTE 
3. PAINT 


Sold thru franchises 
FREE franchises 
open in all cities 


ze f @& 


Write today for 
full details 


~ 


Manufactured by 


COURTESY 


610 WHITE ST. 
HOUSTON, TEXAS 


motor-driven trimmers have moved 
onto the lawns of over one fourth of 
America’s homes. 


> Toro has not only kept pace with 
this rapid acceptance of power mow- 
ers by homeowners, but has moved 
into leadership position in the field. 
To achieve this “king of the hill” 
role, Toro has concentrated on build- 
ing a strong distributor-dealer or- 
ganization . . . and to maintain its 
position as the market becomes more 
highly competitive, the company has 
developed an increased program of 
dealer aids. 

The silhouette sign is just one 

of many new items which help to 
identify local merchants as Toro 
dealers. Like the sign, nearly every 
item features the attractive and dis- 
tinctive silhouette logo. Other items 
include: 
e Six illuminated plastic window 
signs equipped with easel for stand- 
ing or chains for hanging. The signs, 
produced by Hagen Advertising Dis- 
play Co. (Cincinnati), include three 
models each for Whirlwind (smaller 
mowers for home use) and Toro 
(larger mowers for institutional 
use). There is a 15” x 24” single face 
sign illuminated with two 20-watt 
fluorescent tubes, which is offered to 
dealers for $10. An 8” x 14” single 
face sign, illuminated with a single 
20-watt fluorescent tube, sells for 
$7.50. The same sign with a double 
face and illuminated with two tubes 
sells for $10.50. 

Toro urges distributors to share 
in the cost of these signs. The com- 
pany, itself, absorbs a portion of 
the actual cost. 


e An illuminated clock sign. This 
combination display piece has be- 
come very popular with Toro deal- 
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Illuminated Silhouettes. . 


ers. It has an 8” diameter clock with 
a Telechron movement and an at- 
tached plastic sign illuminated with 
a 15-watt fluorescent tube. It is pro- 
duced for Toro by Ohio Advertising 
Display Co. (Cincinnati) and costs 
dealers $18, including federal excise 
tax. 


@ Rubber Floor Mats. The 36” x 20” 
green rubber mats include the deal- 
er’s name in die-cut, inlaid letters 
and Toro’s silhouette logo. They are 
produced by Perfo Mat & Rubber 
Co. (New York) and cost dealers 
$6.50. 


e A View Master stereo viewer with 
a disc containing seven three-dimen- 
sional pictures of Toro mowers— 
each with a beautiful girl demon- 
strator. Originally designed for use 
by distributors, the viewers became 
so popular that Toro decided to offer 
them to dealers, too—with marked 
success. Dealers can obtain a View 
Master illuminated hand viewer and 
a reel of pictures for $5.20, or just 
the picture reel for $1.50. 

The viewer proved so popular with 

dealers that Toro ran short but plans 
to repeat the offer for use in showing 
1954 models. The viewers give deal- 
ers an opportunity to show the com- 
plete line regardless of the number 
of floor display models they have on 
hand. 
e Window decals. Toro offers two 
7” x 11” maroon, green and white 
window decals to dealers. They are 
available without cost. Both feature 
the Toro silhouette—one for Whirl- 
wind mowers, the other for Toro 
mowers. They were produced by 
Displaymasters and Photoplating Co. 
(both Minneapolis). 


e Easel-mounted counter cards fea- 
turing Toro’s national magazine ads. 


Yo Act ueeFoanvkn 


OE ,O la) 


PUMA Oe ee 


atl 


PUREE MOMERS 


. Familiar Toro silhouettes show up well in these four illumi- 


nated window signs. Toro offers dealers a total of six signs of this type. Each is equipped 
with easel for standing or chains for hanging. Fluorescent tubes illuminate them. 
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Window Decals . 


.. Two 7” x 11” ma- 
roon, green and white window decals are 
available to Toro dealers without cost. Both 
feature Toro logos. 


These, too, are available free in any 
reasonable quantity. 


e Direct mail materials. A variety 
of double post cards and envelope 
stuffers are available free to dealers. 
One of the most popular is a 16- 
page accordion fold envelope stuffer, 
which folds to 34%” x 614”. It shows 
seven power mower models and 
Toro’s Snow Hound power snow 
shovel. The attractive four-color 
piece was offset printed 12-up on 
a work and turn form by Jensen 
Printing Co. (Minneapolis) and, like 
other direct mail pieces, is available 
with dealer imprint. 


e A variety of window banners. 
Process Display (Minneapolis) has 
produced five two-color silk screened 
banners for the Toro identification 
program. There are two 1’ x 6’ giant 
banners and three 1’ x 3’ medium 
banners. These, too, are available 
free to dealers. 


e A special double post card to sell 
off-season service on mowers. These 
cards, printed by Colwell Press 
(Minneapolis), are used in early 
spring and fall to encourage power 
mower owners to have their lawn 
trimmers overhauled and sharpened. 
The cards carry no mention of Toro 
and are offered at $1 per hundred. 


e Newspaper ad mats. Toro offers a 
series of 41 dealer ad mats in a 
variety of sizes. The mat series in- 
cludes seven logos—five featuring 
Toro and Whirlwind silhouettes. An 
unusual aspect of these logos is that 
the Toro silhouette is offered with 
the figures at the top facing both 
left and right. Other mats include 
complete ads using a variety of art 
treatments and outline illustrations 
of nine mower and power snow 
shovel models. All of the mats are 
available through Duragraph Corp. 
(Minneapolis), which handles all 
details of supply, billing, maintain- 
ing inventories, etc. 


e Transcribed radio spots. Toro has 
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prepared a 16” one-side transcrip- 
tion disc containing 17 singing com- 
mercials for six power mower mod- 
els. It was produced by Toro’s 
agency, Batten, Barton, Durstine & 
Osborn (Minneapolis), and is avail- 
able free to dealers. 


e TV film spots. Reid H. Ray Film 
Industries (St. Paul) produced 17 
TV spots for Toro, most of them 
featuring Sam Snead. They are 
available free to dealers. 


e Radio scripts. A series of radio 
scripts for in-studio spots are also 
available free to Toro dealers. 


>In addition to regular dealer iden- 
tification materials, Toro has also 
lined up an array of advertising 
specialties which are offered to deal- 
ers at special prices. All carry the 
Toro silhouette logo and are pur- 
chased through Kennedy-Robertson, 
Minneapolis advertising specialty 
jobber. Included are: 


@ Book matches. A premium quality 
book match folder with dealer im- 
print and Toro sales message is 
available at prices ranging from 
$35.40 for a single case to $124.10 
for four cases. The covers carry the 
imprint in black and Toro and 
Whirlwind silhouettes in red on 
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white Kromekote stock. The inside 
cover shows illustrations of five Toro 
models. The matches are produced 
by Universal Match Corp. (Minne- 
apolis). 


e Zippo lighters. These lighters, 
available at $2.60 each, carry an 
engraved Toro silhouette in red on 
the metal case. They were originally 
used by Toro distributors as Christ- 
mas gifts to dealers, but the dealers 
requested an opportunity to “get in 
on the act.” One dealer is offering 
a free lighter as a premium on the 
purchase of a Toro mower. 


e Ritepoint automatic pencils. The 
pencils have a clear plastic bulb at 
the top that is used for phone dial- 
ing. Inside the bulb is a white plastic 
cylinder floating in liquid. On it is 
a picture of a Toro mower. The cyl- 
inder disappears when the pencil is 
held upside down and floats into 
view when the pencil is held upright. 
The barrrel of the pencil carries both 
the Toro and Whirlwind silhouettes 
in green and a dealer imprint in red. 
The pencils are available at 59¢ each 
(minimum order: 100). 

e Ad-Tip pencils. These wooden 
pencils with an imprinted metal tip 
below the eraser carry three sil- 
houette logos. The metal tip has the 
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Whether you need one sign or a thou- 


sand—for a complete job from design to 
installation to maintenance—the experi- 
ence of the entire GOA organization is at 
your service. 


Call your nearby GOA branch office 
for full information or write: 
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515 South Loomis Street, Chicago 7, Illinois 


POINT OF SALE 


TIES IN ALL OTHER 
TYPES OF ADVERTISING 
AT POINT OF PURCHASE 


COMPLETES SALES 
AT POINT OF SALE 


ING DISPLAY Co. 


118-124 WEST PEARL ST., CINCINNATI 2, OHIO 

Producers of illuminated and non-illuminated types of signs. 

Serving manufacturers of brand-name 
products from coast to coast. 


Representatives in principal cities 


AR Gets 
Aidvertising 
Results 


. prompt response to all 
of our ads. . . even Febru- 
ary and March still pulling 

. inquiries of high caliber 
‘freak’ 


reports Robert Garrott, Ad- 


with no categories,” 
vertising and Sales Promo- 
tion Manager, Rapid Copy 
Service Inc. 


Try AR 


CEIL-STICK....... 


ve) 
pe 
> 


> 


FOR SUSPENDING MOBILE DISPLAYS 


DURABLE RUBBER PRODUCTS CO. 


549 WEST FULTON STREET CHICAGO 6, ILL 


Toro silhouette in white on black 
and the pencil, itself, carries both 
Toro and Whirlwind silhouettes plus 
a dealer imprint in red on white. 
Prices range from $11.25 for 250 to 
$97 for 2,500. 


>For many years, one of Toro’s 
strongest links with its dealers has 
been a special calendar presented 
to them each year by distributors. 
The calendars feature humorous 
illustrations of monkeys substituting 
for humans in everyday situations. 
The paintings are turned out an- 
nually by Joe Martin, a Hopkins, 
Minn. free lance artist. 

Each year, Brown & Bigelow (St. 
Paul) produces 35,000 of these spe- 
cial calendars with distributor im- 
prints. One year Toro tried substi- 
tuting another type of illustration, 
but the howls were long and loud 
and the next year the monkeys were 
back in force. The illustrations are 
so popular that dealers buy hun- 
dreds of reprints 
special uses. 


every year for 


>In addition to its regular dealer 
ad program, Toro is trying a new 
twist this year—a free home ttrial 
plan. To promote the plan, Toro is 
offering dealers a Toro power mower 
or a Whirlwind mower at a discount, 
with the purchase ef six or more 
mowers for retail sale. These mow- 
ers are intended for use as demon- 
strators. With them comes a special 
display kit including: 


e A life-size cut-out of Sam Snead 
in full color. The display piece was 
produced by Inland Lithograph Co. 
(Chicago) and is designed so that 
the hands fit over the handles of the 
mower, giving the appearance of the 
famous golfer pushing the mower. 


e Metal price signs, also produced 
by Inland, for attaching to the 
mower handle. To make sure that 
the dealer is properly equipped to 
mark the price signs, Toro includes 
a grease pencil with each display kit. 


e A grass mat, with the name Toro 
stenciled in white paint. This is 
placed beneath the mower being 
pushed by Sam Snead. The mats 
were bought from a Toro distributor, 
Eaton Bros. Corp. (Hamburg, N. Y.). 


e A special two-color silk screened 
6’ x 1’ window banner with an out- 
line halftone of Sam Snead. This 
was produced by Process Displays 
(Minneapolis). 


e A special two-color silk screened 
6’ x 1’ window banner with an out- 
line halftone of Sam Snead. This was 
produced by Process Displays (Min- 
neapolis). 


Sam Snead .. . Famous golfer cuts grass 
for Toro in life-size cut-out display piece. 
Display is designed so that cardboard fig- 
ures hands fit over handles of an actual 
mower. 


e Two ef the regular newspaper ad 
mats offered free to Toro dealers 
feature the free home trial offer. 

The whole kit was specially pack- 
aged with complete instructions by 
Inland Lithograph. Extra kits are 
available at a self-liquidating price 
of $6.50. 

All of the elements of the dealer 
identification program are described 
and pictured in a 24-page booklet 
which contains an order blank at- 
tached to the inside back cover. To 
encourage reorders, Toro has Dura- 
graph Corp. include another order 
blank with each mat shipment. This 
simple technique, Toro has found, 
substantially increases the volume 
of reorders. 44 


Develop New Stickers 


Superior Products Co. (Boston) 
has introduced a new adhesive prod- 
uct, Trick-Tack, which sticks firmly 
to any clean surface but can be 
peeled off easily and reused many 
times. Trick-Tacks can be used in- 
stead of glue, tacks or tape. They are 
being distributed in three shapes 
square, triangle and oblong. A trial 
package containing 320 magic stick- 
ers—144 squares, 128 triangles, 48 
oblongs—is available for $1. 


Advertising Requirements 















Advertising Specialties 
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BUTTONS & BADGES 
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@ MECHANICAL & WOOD PENCILS 
@ YARDSTICKS & PAINT PADDLES 
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CHARTS & POCKET CALENDARS 
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BALLOONS & KIDDIE GIFTS 


. and many other friendly reminders and 
luxurious gifis in metal, plastic, cloth, 
glass, paper, wood, leather, etc. 


PRICED RIGHT — FAST DELIVERY 
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FURNISH 
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FABRIK-AD 


Advertising 
Specialties ‘ 










Kitchen and carpenter aprons, caps for work 
men, danger signals, hot dish holders and 
hundreds of other items in cloth, felt, paper 
and plastic film 

















Write for complete catalog 


FABRIKO INC., Green Lake, Wis. 

















WATCH THIS BOY 
GROW GREEN HA/R / 


YOuR CUSsT: 
WILL YeTOMERS, 











PEOPLE LOVE TO 
— THINGS GROW 








va8 ON BACK |S PLACED IN GLASS OF WATER — 
SEEDS START GROWING SHORTLY FOR ABOUT 6 WEEKS 
@ PEOPLE WILL WATCH EVERYDAY, AND REAL 
YOUR ADVERTISING, TOO.’ YOU MUST SEE IT 

TO REALLY APPRECIATE iT! 


LES CO. 


86! MANHATTAN AVE *BROOKLYN 22°N-Y- 


SQUARE SHOOTER LUCITE PENCIL | 


The Advertising Pencil for '53 
Inserts and Ad imprint any color combination 


you choose. Fittings—Gold or Chrome plated 
Clip Ad to your letterhead. 


ELK SUPPLY CO., BUFFALO 24, N. Y. 

























































Photo-Reporting 
PHOTO-REPORTS 


ON PRODUCT APPLICATIONS 
Nationwide organization of 500 capable 
Photo-Reporters provides effective way to ob- 
tain on-location photos, reports and releases 
for advertising, editorial and research purposes. 

For more information write or phone 
SICKLES PHOTO-REPORTING SERVICE 

38 Pork Place, Newark 2, N. J. 
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Preferred Sources for Services and Supplies 


e Advertisements in this section limited to three inches 





Engraving Guide 





DONT BE SORRY ! 
Be SURE with the 
NEW SURPRINT Guide 


This NEW, SURPRINT Guide, printed on 
long-lasting clear plastic, will show you type 
or line drawing distortions by halftone screens 
from 10% to 50% in 60 to 133 line. 


Proven by more than 1000 production men, 
artists, engravers and printers in the past year 
alone! Prove it to yourself! 

Send for yours TODAY! Money back if not 
satisfied! Price $2.80. 

The SURPRINT Guide Dept. B 
P.O. Box 1738 Grand Central Sta. 
New York 17, New York 





Premiums 
FARM RECORD BOOKS 


for Christmas Handouts 





Dealer Co-op Advertising Plans 
Radio-TV Premiums 
Free Sample and Other Information 


CARLYLE SYSTEMS 


432 Third St. Red Wing, Minn. 





Personalized Incentives 





For premiums, gifts use 
Paintings on Satin 
animals, flowers, birds 
11x14 mounted unframed 
$2.50 per painting 
La FORET STUDIO 
Islip Terrace, N. Y. 


selection on approval 








Art & Photography 
FREE! $5, STRECHTYPE* 8 x 10" 


...or $5. credit on a larger order. 
STRECHTYPE? will precisely 
make sharp photo copies of your 
type and art work, condense, wid 
en, slant, shorten or curve as you 
specify. This ad re-sized from 214" 
wide x1". (*Trade mark. Patent No. 2607268) 


(ERT F i BARTZ. 18W Kinzie St Chicago 10. I 
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1 COD Foreign Language Division | loot 
Typesetting in English |> = 

and over 600 © = 

Languages and Dialects |% 24 

WORLD'S FOREMOST FOREIGN: a ol 
cea sche soeaciand 


Creators of 
LAYOUT COPY ¢ ILLUSTRATION 


welcome the way we handle their 
typesetting problems. Samples show 
JAY P why,andhowwe doit... yours free. 


WALK advertising typography 


11 E.HUBBARD ST. MO 4-6134 CHICAGO 11,ILL. 





Displays 


free consultation 


on P.O.P. problems 
BY ONE OF THE TOP 
DISPLAY ORGANIZATIONS 


Designers and fabricators of 
displays of wood, plastic, 
metal, glass — illumination, 
motion. For dealer helps (in 
quantity) that really help, 
write for literature, infor- 


mation or CALL 


COPELAND 


displays, inc. 
537 W. 53rd ST., N.Y. 19 
CO 5-5621 























New Products Wanted 


Advertising and Identification Materials 


A substantial and well-known firm in 
the advertising and identification field 
wishes to add a few new products to 
its line. 

We have a national sales organization 
with our own representatives in every 
market area and branch offices in the 
major centers. 

We would prefer to work with an es- 
tablished firm which has its own pro- 
duction facilities. However, if necessary 
we are prepared to do the entire job, 
including financing, manufacturing and 
selling. 

If you would like to discuss your sales 
problem with an organization that can 
give yeu immediate national distribu- 
tion, write giving brief details. 


Box 1, ADVERTISING REQUIREMENTS 
200 E. Illinois St., Chicago 11, III. 





P-O-P Signs & Displays 





LOW-COST ILLUMINATED FLASHER SIGN 


ZE & 4ROME FRAME APSIBLE SHADOW 


ABLE FOR INDIVIDUAL MAILIN 


MIRRO-PRODUCTS COMPANY 
HIGH POINT, NORTH CAROLINA 





Charts 






CHARTS... 


PRESENTATIONS 
A We can help 
you make yours 
outstanding 





GRANTHAM GRAPHICS 


111 West Jackson Blvd. 
Chicago 4 


Phone WAbash 2-7751 
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Acme Gravure Services Inc 

Ad Showcard & Display Studio 

Allied Industries, Inc 

American Type Founders............. 
Andy, Inc., 

Avery Adhesive Label Corp 


Belford Co., Inc 
Buckley-Dement Advertising Corp 


Carlyle Systems 

Collins, Miller & Hutchings, Inc 
Copeland Displays, Inc 
Courtesy 


Dixie Composition 
Durable Rubber Products Co 


Electrotype Service 
Elk Supply Co 
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Falulah Paper Company 

Filmack Studios 
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Freedman Cut-Outs 


Gaw-O'Hara Envelope Co 
General Binding Corporation 


General Exhibits & Displays Inc. 
Inside Back Cover 


General Outdoor Advertising Co........ 83 
Grantham Graphics 


Inland Lithograph Company 
Intaglio Service Corporation 


Ivel Corporation 
Jahn & Ollier Engraving Company 


K & M Engraving Company 

Kaufmann Mat & Stereotype Co., The... 80 
Kier Photo Service 

King Typographic Service Corp 
Kubin-Nicholson 


Loforret Studio 
Lake Shore Electrotype Co 
Letter Shep, Inc., The 


Maher Printing Company, John 

Major Photo Co 

Mardor Reproductions 

Miller Advertising 

Miller Printing Machinery Company, The. 27 
Minute Man Line, The 

Mirro-Products Company 

Modern Sales Co 

Monarch Matrix & Stereotype Co., Inc... 80 
Monsen-Chicago 57 


Noble Associates, Thomas B............ 33 
Ohio Advertising Display Co 84 


Partridge & Anderson Company 14 
Pioneer Rubber Company, The 62 
Port Studios 34 
Premo Sports Publishing 62 
Publishers Book Bindery, Inc........... 


Radiant Color Co 

Rapid Copy Service, Inc 

RCA Victor Custom Record Sales 
Rupert, Wm. F 


Sales Tools, Inc 

Sander Engraving Co., Inc 

Service Bindery Co., Inc 

Shopping News Press 

Sickles Photo-Reporting Service 

Sloves Mechanical Binding Co., Inc 

St. Regis Paper Company. . Inside Front Cover 
Surprint Guide, The 


Tel-A-Story, Inc 
United States Printing & Lithograph Co.. 


Walk, Jay P 
Warwick Typographers, Inc 
Western Newspaper Union 


X-Ray Visual Sales Method, Inc 


Coming Conventions 


JUNE 


27-July 1 Nat'l Assn. Display Industries— 
Conrad Hilton Hotel—Chicago 


JULY 


16-17 Nat’l Assn of Exhibit Managers— 
summer meeting — White Sul- 
phur Springs, W. Va. 

30-Aug.1 Educational Film Library Assn— 
Hotel Sherman—Chicago 


AUGUST 


17-21 Photographers Assn of America— 
Conrad Hilton—Chicago 

29-Sept.3 Advertising Specialty Institute, 
advertising specialty show—La- 
Salle Hotel—Chicago 


SEPTEMBER 


13-16 International Printer’s Supply 
Salesman Guild — annual con- 
vention — Hotel Adolphus — 
Dallas 

14-18 Outdoor Advertising Assn of 
America, 56th annual conven- 
tion—Shamrock Hotel—Houston 

21-23 Assn of Nat’l Advertisers, annual 
meeting—Drake Hotel—Chicago 

26-29 Mail Advertising Service Assn— 
Hotel Statler—Detroit 

30-Oct.2 Direct Mail Advertising Assn — 
Hotel Statler—Detroit 


OCTOBER 


4-8 Advertising Specialty Nat'l Assn— 

Palmer House—Chicago 

Inland Daily Press Assn, annual 
meeting — LaSalle Hotel — Chi- 
cago 

Printing Industry of America con- 
vention—Shoreham Hotel— 
Washington, D.C. 

Am Photoengravers Assn — Hotel 
Statler—Boston 

Boston Conference on Distribu- 
tion, 25th anniversary meeting— 
Hotel Statler—Boston 

Agricultural Publishers Assn—an- 
nual meeting—Chicago Athletic 
Club 

Midwest Intercity Conference of 
Women’s Advertising Clubs of 
the Advertising Federation of 
America—Edgewater Beach Ho- 
tel—Chicago 

Engineering Conference, Techni- 
cal Assn of Pulp & Paper Ind. 
—Mt. Royal Hotel, Montreal 


NOVEMBER 


1-4 Screen Process Printing Assn, 
Int’l—Hotel Statler—New York 


5-7 Southern Newspaper Publishers 
Assn—annual meeting—Boca 
Raton Hotel—Boca Raton, Fla. 


30-Dec. 2 Int'l Assn. of Fairs & Expositions 
—Hotel Sherman—Chicago 


DECEMBER 


3-4 Nat’l Assn of Exhibit Managers— 
annual meeting—Chicago 


“| was just wondering, Sam . . . where 
did you pick up your new lettering man?"’ 


Advertising Requirements 





701 /Circle on Readers’ Service card 


3rd Lithographic Awards Competition Cat- 

log... 1953 

. --handsome booklet contains illustrations 

and descriptions of award winners. 
(Page 28) 


702/Circle on Readers’ Service card 


Process Color Sales Literature Now ai 
Standardized Packaged Prices 

...colorful booklet containing samples of 
three-color process printing. (Page 28) 


703 /Circle on Readers’ Service card 


Should the Booklet Be In Color? 
..-@ffectiveness of color advertising de- 
scribed in eight-page booklet. (Page 29) 


704/ Circle on Readers’ Service card 
What Makes Us Tick 


..- brochure describes creative services of 
sales promotion firm. , (Page 29) 


705 /Circle on Readers’ Service card 
Master Art and Idea Book 


..-details of art and idea book. 
(Page 34) 


706 / Circle on Readers’ Service card 


Friem’s Four Pages 

..-bulletin featuring artwork and designs 
on exhibit at A. I. Friedman art gallery, 
New York. (Page 34) 


707 / Circle on Readers’ Service card 

Approved Advertising Aids for Ofiset 

Reproduction 

..-folder describes collection of offset re- 

production proofs for clipping purposes. 
(Page 34) 


708 / Circle on Readers’ Service card 


Ted Scheel Humorous Illustrations 
..- Scheel cartoons illustrated in four-page 
folder. (Page 34) 


709 / Circle on Readers’ Service card 


Plastic Packager 
.. illustrated leaflet tells new applica- 
tions of packaging materials. (Page 44) 


710/Ciscle on Readers’ Service card 


Plain Facts About Pliofilm 
...informative booklet describing trans- 
parent packaging film. (Page 44) 


711/Circle on Readers’ Service card 


Pure, Tasteless, Odorless VisQueen Film 
...characteristics of polyethylene film ex- 
plained in attractive booklet. (Page 45) 


712/Circle on Readers’ Service card 


How To Use Color On Corrugated Boxes 
..-handy booklet shows role of color in 
packaging. (Page 45) 


a re 
Use these return cards 


for publications 
mentioned on this page 
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3 Advertising | 
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: 


* Send for these helpful selling tools 


713/Circle on Readers’ Service card 


Monthly Bulletin of List Information 
.--mail order and compiled mailing lists 
offered by Walter Drey Inc. (Page 49) 


714/Circle on Readers’ Service card 


Paper Samples by St. Regis 

.--attractive portfolio containing samples 
of four-color artwork printed on Cellu- 
gloss enamel. (Page 39) 


718 /Circle on Readers’ Service card 


Wausau Impression Papers 
..-sample books introduce Wausau’'s new 
line of fine impression papers. (Page 39) 


716/Circle on Readers’ Service card 


The Neenah Full Line Sampler 
...complete line of rag content papers in 
handy portfolio. (Page 39) 


Readers’ Service Dept. 
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Please send me the following: 
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Postage 
Will be Paid 
by 
Addressee 


BUSINESS REPLY CARD 


First Class Permit No. 95, Sec. 34.9, P. L. & B., Chicago, IIL 


Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, Ill. 


717/Circle on Readers’ Service card 


All-In-One Booklet 

---samples of an unusual combination 
self-mailer, six-page booklet and business 
reply card in one unit. (Page 50) 


718/Circle on Readers’ Service card 


Successful Sales Letters 
..-portfolio containing sales letters with 
built-in reply cards. (Page 50) 


719/Circle on Readers’ Service card 


American Folkard Mailing Piece 
---picture postcard-letters to promote 
products. (Page 50) 


720/Circle on Readers’ Service card 


Opinion Forming Employe Handbooks 
...survey of the contents of 90 employe 
handbooks. (Page 50) 


® Please print or type information below 


NAME 


TITLE 


COMPANY 


PRODUCTS SOLD 


CITY & ZONE 


* Note inquiries for items listed 
not serviced beyond Oct. 15, 1953 
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* Send for these helpful selling tools 


| G3 AdNertising 


HRequirements 


721 /Circle on Readers’ Service card 


Sylvania Television Awards 

...descriptive folder on 1953 contest to 
honor those who are advancing creative 
TV technique. (Page 52) 


722 / Circle on Readers’ Service card 


Getting More For Your Exhibit Dollar 
...8peech containing information for ex- 
hibitors. (Page 54) 


723 /Circle on Readers’ Service card 


10 Ways to Get Publicity at a Trade Show 

...informa*ive booklet discusses pre-show 

planning and publicity techniques. 
(Page 54) 


724/Circle on Readers’ Service card 


COTE CULE 
Sere 










725 / Circle on Readers’ Service card 


...-American Type Founders offer speci- 
men sheets of new typeface. (Page 59) 


726 / Circle on Readers’ Service card 


Your Name Cigarets 
..-Four-page folder describes cigarets as 
an advertising medium. (Page 64) 


727 | Circle on Readers’ Service card 


Plastic Premium Promotions 
...-catalog of plastic dolls for promotion 
purposes. (Page 64) 


728 / Circle on Readers’ Service card 













Horizon Light Master Crafted Luggage & Leather Goods 
..-new typeface illustrated in four-page ...catalog of leather premiums and prizes. 
folder. (Page 59) (Page 64) 


i + a + + + + + 





BUSINESS REPLY CARD 
First Class Permit No. 95, Sec. 34.9, P. L, & R., Chicago, IL 





Readers’ Service Dept. 
ADVERTISING REQUIREMENTS 
200 East Illinois St., 

Chicago 11, Ill. 
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%* Please print or type information below 


Please send me the following: 


701 702 703 704 705 706 









707 708 709 710 711 712 









COMPANY 





713 714 715 716 717 718 


PRODUCTS SOLD 








719 720 721 722 723 724 
725 726 727 728 729 730 
731 732 733 734 735 736 CITY & ZONE 


* Note inquiries for items listed 
not serviced beyond Oct. 15, 1953 


737 738 739 740 


729 / Circle on Readers’ Service card 


Radiant Projection Screens 
..-pocket catalog on projection screens. 
(Page 70) 


730/Circle on Readers’ Service card 


Animation in Displays 
...illustrated folder containing examples 
of animated displays. (Page 72) 


731 /Circle on Readers’ Service card 


Merchandising Displays 
...Circular pictures successful counter 
and floor merchandisers. (Page 72) 


732 /Circle on Readers’ Service card 


3-D Interchangeable Display Letters 
.--plastic-ceramic composition letters de- 
scribed in catalog. (Page 72) 


733 /Circle on Readers’ Service card 


Sales Promotion Displays 

...colorful brochure shows uses of therm- 
oplastic and plastic three-dimensional dis- 
plays. (Page 73) 


734/Circle on Readers’ Service card 
Wonder-Discs 


.--samples of small plastic discs for 
mounting purposes. (Page 73) 


733 /Circle on Readers’ Service card 
Quick-Stik Transparencies 

..-illustrated brochure showing examples 
and application of transparencies. 


(Page 73) 


736 / Circle on Readers’ Service card 
Spanjer Three Dimensional Letters for In- 


terior Displays 
...stock wood letters described in bro- 
chure. (Page 74) 


737 /Circle on Readers’ Service card 


Sculptured Masterpieces 
...examples of 3-D premiums shown in 
colorful booklet. (Page 74) 


738 / Circle on Readers’ Service card 


Display Motors 
... wide range of styles and sizes of mo- 
tion units pictured in brochure. (Page 74) 


739 /Circle on Readers’ Service card 


Why People Buy 
...attractive booklet containing point of 
purchase pointers. (Page 75) 


740 /Circle on Readers’ Service card 


Photo-Offset Plate 
..-literature explaining facts about new 
photo-offset plate exposure unit. 


(Page 80) 


Use these return cards 
for publications 
mentioned on this page 





eee -e One of the most profitable 


promotion investments ever made 


by our industry” 


says Mr. Richard E. Reed, 
executive secretary, 
Maine Sardine Industry 


Last year the Maine Sardine Industry used the hastily as- 
sembled display pictured at the left to advertise its product 
at trade shows. Results were uncertain. 


This year Mr. Reed asked us to develop an exhibit that 
would really sell. Our answer is the two-booth exhibit 
shown above at the 1953 Restaurant Show, where in- 
creased attention and results led Mr. Reed to voice the 


opinion printed above. 


whether you sell steel, trucks or sardines — 


if pays to consult a specialist 


’ 
Q)eneral exhibits and displays ine 


= 2100 N. RACINE AVE. CHICAGO 14, ILI PHONE EASTGATE 7-0100 





red-letter id 


Just novelty isn’t enough when it comes 
to creating Point-of-Purchase Displays 
that really move the goods. It takes 
background as well as brainstorms to 
come up with the fresh twist which 

means a sure attention-grabber—yvet 
which is based on sound principles 

of merchandising, of production 
techniques and of costs which make 


the great idea practical, too. 


INLAND has the experience and the 
facilities on which to draw for red-letter 
ideas that sell and sell—and match 

your budget. Call us in for a confab— 


you'll like the way we work! 


EXCLUSIVE TUNER STRIPS | 
GIVE SUPERIOR RECEPTION | 
ON BOTH VHF AND UHF | 


No Converter Needed | 


Ask for a Demonstration 


INLAND LITHOGRAPH COMPANY 


IDEAS, EXPERIENCE, FACILITIES for 
LITHOGRAPHED CARDBOARD DISPLAYS 


328 So. Jefferson St., Chicago 6 * RAndolph 6-3256 





